Advertisin 


With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 


80% of Mayers 
Agency Goes to 
Four Top Execs 


Mayers Heads Shop, 
Renamed Davis, Johnson, 
Andersen & Colombatto 


Los ANGELES, Dec. 11—After 30 
years as Mayers Co., the advertis- 
ing agency headed by Henry May- 
ers will, effective Jan. 1, be known 
as Davis, Johnson, Andersen & Col- 
ombatto Inc. 

Each of the four new principals 
whose names the company will 
bear has been with it for a num- 
ber of years and each becomes 
owner of one-fifth of the stock, 
with Henry Mayers keeping one- 
fifth interest and retaining his 
position as agency president. 


= The new principals are: Robert 
Davis, in charge of client services; 
Don Johnson, who heads the media 
department and supervises inter- 
nal operations; George Andersen, 
director of the art and production 
departments, and Robert Colom- 
batto, head of the radio and tv de- 
partment. Henry Mayers will su- 
pervise all client planning. 
Commenting on the absence of 
his name in the new company 
designation, Mr. Mayers told Ap- 
VERTISING AGE, “I 
dropped my name 
out because I be- 
lieve four names 
are all the com- 
pany can stand.” 
Elaborating on 
that he said that 
in the future, as 
he becomes less 
active, his name 
will mean noth- 
ing because it 
will be the 
younger men who carry the agency 
(Continued on Page 77) 


Henry Mayers 


Second Class Postage Paid at Chicago, lil. Copyright, 1958, by Advertising Publications, Inc. 


LEAD SPACE—On the left is a continuation of the cover on Life’s two- 
in-one year-end issue; on the right, the third page of a three-page 
spread for Chrysler Corp.’s Imperial. The “continued” cover opens to 
the left to reveal Pages 1 and 2 of the Chrysler gatefold. Chrysler is 
the first advertiser to use the new space unit, which will be available 
on a limited basis in 1959. The cost of the three four-color pages in 
Life is $118,500, plus a premium. Young & Rubicam is the agency. 


Geyer, Morey, Madden & Ballard... 


Geyer, Morey Agencies 
Merge; Madden Joins 


Sinclair, American Motors 
Are Top Accounts in 
New $30,000,000 Shop 


New York, Dec. 9—Effective 
Jan. 1, out of the merger of two 
major agencies, will come a new 
agency—Geyer, Morey, Madden & 
Ballard. 

The merged agencies are the 
present Geyer Advertising and 
Morey, Humm & Warwick. The 
Madden in the name is Edward D. 
Madden, who is resigning as 
president of Keyes, Madden & 


Jones to become vice-chairman 


Peaceful Meeting Rounds Off Stormy 
Year for ARF as It Alters Bylaws 


New York, Dec. 11—The Adver- 
tising Research Foundation, scene 
of many a stormy argument in the 
last 12 months, held a peaceful an- 
nual meeting today at which the 
principal topics were plans for the 
future, a change in bylaws and the 
promise of pioneering. 

ARF now has 287 subscribers. 
Its support is virtually completely 
tripartite. Its media segment is 
largely magazines—46 magazines 
contribute 60% of the media total. 
It is in good financial shape, oper- 
ating with a $37,000 excess in its 
last fiscal year. About 23% of its 
income came from supervision of 
studies, which A. W. Lehman, its 
managing director, called a healthy 
trend. 


s The ARF’s annual report, pre- 
sented by Mr. Lehman, dwelt on 
these points: 


1. The fine work of the technical 
committee, now composed of 25 
members in three panels, one de- 


voted to appraisal, two to consulta- 
tion. 


2. ARF’s progress—it has just 
entered into an agreement for its 
28th consultation; the 28 studies, 
when completed, will represent 
about $2,500,000 in research ex- 
penditure. Three more are in sight; 
eight consultations were started 
and completed in ’58. 


3. The work of the audience con- 
cepts committee, which under Sey- 
mour Banks of Leo Burnett Co. 
has been trying to examine the 
philosophy of audience concepts for 
inter-media comparisons. It is 
hoped the committee can produce 
an acceptable concept of audience, 
even while tools to measure inter- 
media audience are lacking. Mr. 
Lehman held out the hope that 
“the unfair and low-grade com- 
parisons of the past may disap- 
pear.” 

He mentioned as well the work 
of the motivational research com- 

(Continued on Page 76) 


of the board of the new agency. 

The Ballard in the name is Sam 
M. Ballard, who has been presi- 
dent of Geyer Advertising since 
the spring of 1956, when B. B. 
Geyer sold 50% of the agency’s 
stock to a group of 40 employes. 

The new agency will have of- 
fices in New York, Detroit and 
Dayton. It will have a staff of 
about 300 employes and billings 
of approximately $30,000,000. It 
is expected that the merger will 
result in the displacement of no 
present employes. Nor are there 
any competitive accounts. It will 
be housed in the Fuller Bldg,, 
where the Geyer agency now is. 


s Explaining the merger, Mr. Bal- 
lard said it represents one in which 


economic considerations represent-| 


ed only a “minor role’—that both 
agencies were operating profitably. 
The reasons for the merger: 


(Continued on Page 73) 
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‘Silly’ to Pay National 
Rate When Lower One Can 
Be Obtained, Says Skillin 


Cuicaco, Dec. 9—Decentraliza- 
tion of its marketing activities has 
created a new advertising and 
agency approach for Armour & 
Co.: 


e Armour is now getting some 
of its food advertising at local 
instead of national rates, since the 
ads are being placed by its six 
regional offices. 


e Since the locally placed ad- 
vertising is non-commissionable, 
Armour is paying 15% of the 


McGraw-Hill to 
Defend in FTC 
Case in January 


New York, Dec. 11—The Federal 
Trade Commission today rested 
its case agaiast McGraw-Hill Pub- 
lishing Co. and Hearing Examiner 
John B. Poindexter denied a Mc- 
Graw-Hill motion to dismiss the 
charges of deceptive advertising 
filed against the company one year 
ago. 

Defense hearings have been 
scheduled to begin Jan. 21. The 
government concluded its case with 
the examination of Harry C. Hahn, 
sales manager of Electrical Mer- 
chandising for more than 13 years. 
Earlier in the week, testimony was 
taken by FTC attorney Charles S. 
Cox from Maurice Clements of 
Caldwell-Clements Co.; H. W. 
Mateer, former publisher of Plec- 
trical Merchandising (now pub- 
lisher of M-H’s Nucleonics and 
Electronics); Joseph A. Reynes, 
New England sales manager for 
American Exporter Publications, 
and Ruth Greenhill of Crossley 
S-D Surveys. 


s Mr. Clements and Mr. Reynes 
testified concerning the harm done 


(Continued on Page 76) 


Last Minute News Flashes 
Grant Gets Schlitz’ Old Milwaukee Beer 


MILWAUKEE, Dec. 12—Jos. Schlitz Brewing Co. on Monday will an- 
nounce the selection of Grant Advertising, Chicago, as agency for its 


Old Milwaukee beer. The popular- 


price beer, first introduced in 1934 


and produced in large quantities until 1942, is now being distributed in 
five states and will move into other markets next year (see story on 


Page 2). 


Kastor, Hilton Seen Merging with Atherton & Currier 

New York, Dec. 12—Kastor, Hilton, Chesley & Clifford, which billed 
$8,900,000 in 1957, is expected to announce next week a merger with 
Atherton & Currier, which reportedly bills close to $3,000,000. Kastor 
has such accounts as Sapolin paints, Seabrook Farms, Preen floor wax, 
Minute Maid and Tribuna vermouth. Atherton handles Airkem, Gen- 
eral Chemical, Pierce’s Proprictaries and Solvay Process. 


Rogers Inc. Moves to Victor Bennett from Dobbs 


New York, Dec. 12—Rogers !""., 
oointed Victor Bennett Co. to handle 
yrevious agency. National consumer 


line of smoking accessories, has 
its advertising. Dobbs Co. is th 
media will be used “to establish © 
erate-price lighter on the mark: 

(Additional Neu 


maker of lighters and a complete 


Rogers lighter line as the top mod- 


“lashes on Page 77) 
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In Decentralized Setup Armour Gets 
Local Rates, Pays Agency Directly 


advertising cost directly to its 
agency, N. W. Ayer & Son, for all 
of its food products, in lieu of the 
customary payment by the media. 

These disclosures were made 
here today by Kenneth L, Skillin, 
advertising director of Armour, in 
a talk to the Chicago chapter of 
American Assn. of Newspaper 
Representatives. 


® Pointing out that Armour has 
been decentralized into six region- 
al marketing areas, each with its 
own general manager, sales staff 
and advertising budget (AA, Feb. 
24), Mr. Skillin teld the news- 
paper representatives that local 
media have approached the re- 
gional managers with offers to 
run Armour ads at local rates, 
which are lower than national 
rates. 

Armour has bought newspaper 
space and radio and tv spots at 
local rates for its line of processed 
meats (ham, bacon and sausage) 
in the past month or two, Mr. 
Skillin told Apvertmstmnc Ace. Ar- 
mour paid Ayer a 15% commis- 
sion on these purchases, he said. 


= “N. W. Ayer has always been 
opposed to cutting card rates as a 
policy,” the agency said in a pre- 
pared statement. “We do not ac- 
tively seek local rates for any ad- 
vertiser who does not rightfully 
qualify. 

“If, however, media allow a local 

(Continued on Page 73) 


4th Quarter Dip 
May Bring Spot 
Radio Below ‘57 


Webb Prediction Would 
Mean End of Four-Year 
Rising Curve of Sales 


New York, Dec. 12—Spot radio, 
like network, is having its troubles. 

The Station Representatives 
Assn. reports that spot business 
began to fall off in the third 
quarter of this year and is still 
declining. Estimates compiled by 
Price Waterhouse Co. show total 
gross time sales of $43,085,000 for 
the third quarter of 1958 against 
$44,629,000 for the same period 
last year. 

Billings for the first half of the 
year were up. The nine-month 
count shows an estimated total of 
$136,639,000 for this year, com- 
pared with $131,397,000 for last. 
This is a gain of 4%. 


® However, preliminary reports 
for the current quarter, where the 
decline is continuing, particularly 
in the smaller markets, have 
caused Lawrence Webb, managing 
director of the SRA, to predict 
that this year’s total take from 
national and regional spot may 
fall below the 1957 mark. Esti- 
mated figures for that year were 
put at $183,097,000. The last 
available Federal Communications 
(Continued on Page 76) 
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Western Union 


Reraises Problem 
of Elusive Yellow 


New York, Dec. 12—Now it’s 
Western Union that has consumers 
wondering where the yellow went. 

In what it described as the first 
major campaign for non-business 
telegrams, Western Union this 
week launched a $500,000 magazine 
drive boosting year ‘round use of 
telegrams for social purposes. 

And missing from the ads, which 
are scheduled to run monthly 
through 1959 in Life, Look and 
The Saturday Evening Post, is the 
identifying “telegram yellow” 
which has been used by Western 
Union since it first went into na- 
tional magazines in 1945. The kick- 
off ad, a _ horizontal half-page 
spread in b&w, appears in the Dec. 
15 Life. 


® According to the agency, Benton 
& Bowles, Western Union’s new 
“social ads” will run sans yellow 
and in b&w because the color yel- 
low denotes “importance, urgency 
and excitement of the telegram in 
business.” The “emotional appeal,” 
the theory is, gets across just as 
well in b&w. 

J. S. Margules, Western Union 
assistant vp of advertising, said 
the company hopes to boost year 
‘round, non-business uses of the 
telegram via the campaign, which 
he said will represent about 30% 
of the company’s annual ad budget. 

Last year, “social telegrams” ac- 
counted for about 20% of the com- 
pany’s income from the telegram 
business, which totaled about 
$193,000,000. # 


‘U.S. News’ Names 
Sweet President; 


Lawrence Chairman 


(See Page 52 for a profile of Mr. 
Sweet.) 


WasHINGTON, Dec. 9—John H. 
Sweet, who joined U. S. News & 
World Report in 1946, was elected 
president and publishing director of 
U. S. News Publishing Corp. this 
week, 

Mr. Sweet, who has been exec vp 
of the corporation for the past 
seven years, succeeds David Law- 
rence as president. Mr. Lawrence 
will continue to serve as editor of 
U. S. News and as board chairman 
of the corporation. 

The announcement of the elec- 

tion pointed out 
that U.S. News & @& 
World Report has 
trebled its circu- 
lation in the past 
ten years, and 
that its circula- 
tion is now l,- 
100,000. Under 
the new arrange- 
ment, Mr. Law- 
rence will devote 
himself to the 
news side of the 
operation, while Mr. Sweet will 
have full operating responsibility 
for the business side. 

Other officers of the corporation 
reelected were Owen L. Scott, vp 
and exec editor; Harold L. Behlke, 
vp and advertising director; An- 
thony R. Gould, vp and business 
manager; Walter L. Brauer, treas- 
urer, and Harold M. Wells, secre- 
tary. # 


Sales Communications Names 2 
Sales Communications Inc., New 
York, the sales development af- 
filiate of McCann-Erickson, has 
named Wayne McIlvaine, formerly 
regional sales manager of Pretty 
Products Inc., an account execu- 
tive. C. Gilbert Sellman, manager 
of Sales Communications’ Detroit 
office, has been named a vp. 


John H. Sweet 
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WEIRD wWORDS—Rath Packing Co., Waterloo, Ia., is featuring home- 

made words such as “slurptious” in an outdoor campaign for its meat 

products in 47 cities beginning in January. Earle Ludgin & Co., Chi- 
cago, is the agency. 
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In Diversity There’s Strength? ... 


Schlitz Aims to Make 
Old Milwaukee Famous 


Brewer Adds Brand as 
Popular-Price Companion 
for Top Selling Schlitz 


MILWAUKEE, Dec. 9—The Jos. 
Schlitz Brewing Co. will have an- 
other aid in its bid for the 1959 
beer production championship— 
Old Milwaukee beer. 

The brewery has been producing 
the Old Milwaukee brand on a 
limited basis, but Erwin C. Uihlein, 
company president, announced at 
a Schlitz national sales conference 
that the production is now going 
to be expanded. He did not disclose 
ad plans nor did he indicate wheth- 
er the brand will be handled by 
J. Walter Thompson Co., the 
Schlitz agency. 

Old Milwaukee will be sold at 
“popular prices,” which the brew- 
ery said would vary from com- 
munity to community. 

Schlitz’s premium brand— 
Schlitz—last year was the top beer 
brand in the nation, though An- 
heuser-Busch, St. Louis, held the 
title of top beer producer with the 
three brands it turns out. 

Old Milwaukee was originally 


Rosberg Debunks 
‘War’ Between 
Copy, Research 


‘Battlers’ Seek Headlines, 
Buchen Research Head 
Tells Pittsburgh NIAA 


PITTSBURGH, Dec. 9—A war be- 
tween creative people and re- 
searchers in the advertising field 
exists only in the minds of persons 
who are seeking headlines, J. Wes- 
ley Rosberg, research vp of the 
Buchen Co., charged here last 
week. 

“Having nothing significant to 
contribute to our fund of know- 
ledge they seize upon controversial 
issues and constantly fan the fires 
of unrest,” Mr. Rosberg charged 
in a talk before the Pittsburgh 
chapter of National Industrial Ad- 
vertisers Assn. 

“In so doing,” he continued, 
“they gain a certain amount of 
personal recognition as so-called 
outspoken critics of this or that, 
but add nothing to our fund of 
basic knowledge.” 


= Mr. Rosberg unleashed a scath- 
ing attack on enemies of research, 
whom he accused of hating re- 
search “not because they have an 
ax to grind but simply because 
they’re scared to death.” 

“This guy is still living in the 


(Continued on Page 75) 


introduced by Schlitz in 1934 and 
was produced in quantity until 
1942, when World War II resulted 
in grain shortages. 

Trade sources have estimated 
that in some years prior to 1942, 
Old Milwaukee accounted for as 
high as 70% of total Schlitz sales. 

Since that time it has been pro- 
duced and distributed on a limited 
basis. Schlitz said that included 
sales in five states. 


2 A full and integrated program 
for Old Milwaukee will be started 
in one or two major markets in 
early spring, with the markets still 
to be selected. 

Trade sources, however, predict- 
ed that Old Milwaukee would be 
marketed in the South, where it 
had strong distribution and accept- 
ance before the war. ADVERTISING | 
AGE learned that Schlitz has called 
a special meeting of southern dis- 
tributors for Jan. 15 in Biloxi. 

In announcing the Old Milwau- 
kee plans, Mr. Uihlein said, “For 
some time, there has been an in- 
creased demand in certain markets 
for a second brand of beer pro- 
duced by Schlitz. The company 
now intends to meet that demand. 

“Old Milwaukee will not be a! 
new brand for us, but it will be 
a new kind of beer. It will have a 
distinctive flavor and character.” 


# In addition to the main Mil- 
waukee brewery, Schlitz is pro- 
duced at plants at Van Nuys, Cal., 
Brooklyn and Kansas City. A fifth 
Schlitz brewery will begin produc- 
tion and shipment at Tampa, Fla., 
shortly after Jan. 1. 

Schlitz in 1957 produced and sold 
6,023,000 bbls. of “The beer that 
made Milwaukee famous.” # 


"Western Family Outlook’ Bows 


Western Family, a women’s 


monthly published in Los Angeles, 
will publish a second edition, West- 
ern Family Outlook, in February. 
Outlook will be a news monthly 
covering western U.S. events and 
will sell for 15¢ at newsstands. 


xB 
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Mail Groups Advise 
U.S.in Probe of 
Postal Hike Effects 


WASHINGTON, Dec. 9—A group of 
about 25 direct mail experts will 
meet next week to help the De-| 
partment of Commerce plan a spe- 
cial survey which is expected to 
determine whether increases in 
postage rates seriously impair pro- 
motional efforts of business men. 

The experts, nominated by as- 
sociations which are concerned 
with mail advertising, are to go 
over a proposed question form 
which will be used in a nationwide 
survey conducted by the Bureau of 
the Census under sponsorship of 
the Department of Commerce and 
the Small Business Administration. 

The group will be convened as 
a panel of the advisory committee 
on federal reports, a_ privately 
sponsored organization which 
works with federal agencies in an 
effort to make sure that govern- 
ment surveys produce the maxi- 
mum amount of useful information, 
with the minimum reporting bur- 
den on business. 


= Plans for the forthcoming direct 
mail study have been worked up 
largely by the printing and pub- 
lishing division of the Commerce 
Department’s business and defense 
services administration. The work 
was undertaken after Congress in- 
serted a special provision in the 
1958 postal rate bill authorizing an 
“impact” study which is to be 
completed during 1959. 

While many of the 1958 rate 
changes are already in effect, or 
will be effective on Jan. 1, 1959, 
the results of the impact study are 
to be available to Congress before 
further increases in second class 
mail go into effect on Jan. 1, 1960, 
and a final increase in bulk third 
class rates is applied on July 1, 
1960. 

In addition to a possible influ- 
ence on the level of postage rates, 
the impact study is also expected 

(Continued on Page 78) 


Hartman Named Ist 
Agency by Chicago 
Funeral Director 


Curcaco, Dec. 10—Lain & Son, 
Chicago funeral director, a direct 
advertiser since 1911, has appoint- 
ed George H. Hartman Co., Chica- 
go, its first agency, coincident with 
the opening of its fifth chapel here. 

The company, founded in 1891, 
began its advertising with Chicago 
neighborhood publications and dai- 
ly newspapers. By 1918 the com- 
pany was a regular car card ad- 
vertiser, and in 1939 it began a 
12-month outdoor schedule which 
it has maintained for 19 years. The 
company says it is the first funeral 
director to use radio; in 1923-’24 
it had a regular Sunday afternoon 
organ recital broadcast remote 
from its chapel. 

Today Lain puts more than 75% 
of its budget into outdoor and 
transit. This month it added 20 
new locations to its regular sched- 
ule, which is changed monthly. In 


WILLIAM F. CRAIG, @ member of the 
executive board of William Morris 
Talent Agency, will join Grey Ad- 
vertising Agency, New York, Jan. 1 
as vp in charge of tv programming. 


addition, Lain used a brief tv drive 
|to invite the public to inspect its 
new chapel. + 


| WTVN-TV Names Kelly & Lamb 


: | WTVN-TV, Columbus, O., affili- 


ate of ABC-TV, has appointed Kel- 
ly & Lamb Advertising Agency, 
Columbus, to handle its advertis- 
| ing. The station uses local dailies, 
trade publications, outdoor and di- 
rect mail. 


‘Poultryman’ Boosts Curio 

George M. Curio, for two years 
a member of the ad staff of Poul- 
tryman, Vineland, N.J., has been 
named ad manager of the publica- 
tion. The post has been vacant for 
more than a year. 


P&G, Colgate, 
Lever Are 1-2-3 
in Network TV 


Third Quarter Figures 
Show Winston Leading 
Anacin Among Brands 


New York, Dec. 10—The soap 
companies scored a clean sweep of 
the top three places in the latest 
TvB quarterly report on network 
tv spending. 

In the usual first place is Procter 
& Gamble, with estimated gross 
time expenditures of $12,486,914— 
a drop of about $500,000 from its 
second quarter pace. 

Next in line are Colgate-Palm- 
olive, with $6,365,339, and Lever 
Bros., with $5,480,278. Both these 
companies stepped up their net- 
work tv outlay—Colgate by ap- 
proximately $1,000,000. 

General Motors and Chrysler 
Corp. both jammed on the network 
tv brakes during this summer peri- 
od. Second placer on the list in the 
second quarter, GM dropped to 
eighth during the July-August- 
September period, with $3,808,706. 
Chrysler went from $4,344,806 in 

(Continued on Page 70) 


‘58's New Supers 
Did Worse Than 
‘57's Crop: SMI 


Weekly Sales of New ‘58 
Stores Averaged 9% Less 
Than 1957 Newcomers 


HOLLYwoop BEACH, Fta., Dec. 10 
—All is not gold that glitters be- 
hind the facades of those brand 
new supermarkets. 


e Weekly sales of new supermar- 
kets that opened in 1958 averaged 
$35,200, a 9% drop below the aver- 
age for new markets opened in 
1957. 


e Better than nine out of ten new 
markets faced competition from 
one to ten other markets. 


e Nearly two out of three markets 
are doing less business than antic- 
ipated, in some cases a substantial 
44% below anticipations. 


e And sales per square foot in the 
new units average more than a 
dollar below the 1957 average of 
$3.77. 


These unhappy statistics were 
released today before the midyear 
conference of the Super Market In- 
stitute as part of a preliminary re- 
port, “Facts About New Super- 
markets Opened in 1958,” by Curt 
Kornblau, SMI director of re- 
search. Based on 152 new super- 
markets opened by 64 SMI member 
companies this year, the report was 
prepared especially for the confer- 
ence. 


# Some other highlights: 


e The $35,200 average weekly 
sales of the new units was slightly 
(Continued on Page 78) 


Torch Song 


New York, Dec. 9—Read- 
er’s Digest, which will not 
take tobacco advertising, has 
decided it’s all right to ac- 
cept cigaret lighter ads. 

Salesmen have been in- 
formed that lighters ads will 
be acceptable providing they 
do not show a cigaret being 
lit. 
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Advertising Age, December 15, 1958 


Dominance of 
Market via Ads 
Okay, FTC Told 


WASHINGTON, Dec. 11—A Federal 
Trade Commission hearing exam- 
iner took the position today that 
government anti-trust experts 
shouldn’t blame Brillo or S.O.S. for 
dominating the consumer market 
for steel wool products. 

In a decision proposing to dis- 
miss a merger case based on Bril- 
lo’s acquisition of the Williams Co., 
London, O., Examiner William L. 
Piper says success in the household 
steel wool market depends on na- 
tional advertising and obtaining 
shelf space in retail outlets. 

“The evidence shows that the 
two other companies competing 
with Brillo and S.O.S. are unwill- 
ing or unable to make the neces- 
sary large advertising expendi- 
tures,” he concluded. “Unless 
consumer demand is created by 
such advertising most of the retail 
outlets, because of limited shelf 
Space, will not stock a household 
steel wool product,” he added. 


® The complaint contended Bril- 
lo’s “domination” of the house- 
hold and industrial market for 
steel wool was tightened through 
its merger with the Williams Co., 
a substantial producer of indus- 
trial steel wool. 

As to the consumer market, Mr. 
Piper pointed out that Brillo is 
No. 2, not No. 1, with 45.3% of 
the market, while S.O.S., its major 
competitor, has 50.9%. He added 
that neither company’s share of 
the market has changed since the 
merger. # 


‘Industrial Digest’ to 
Serve U.S., Foreign 
Business Papers 


NEw York, Dec. 9—Internation- | 


al Communications Inc. has been 
formed here (at 310 E. 7ist St.) 


to publish U. S. Industrial Digest,| 


a monthly publication designed to 
serve as a publicity organ for in- 
dustrial companies selling abroad. 

The first issue of the Digest will 
appear in January. It will be dis- 


tributed free to 1,711 editors of| @ 


business publications in 51 coun- 
tries. 

The Digest will carry three types 
of material—all paid for by com- 
panies. There will be announce- 
ments of industrial literature 
available, new product listings 
(up to 200 words) and abstracts 
(up to 300 words) of articles pre- 
pared by companies. 

Each issue will have a self- 
mailing return card for editors to 
request literature, product photos 
or the full-length articles on which 
the abstracts are based. 

Rates will be $85 per indus- 
trial literature announcement, $200 
per new product listing and $345 
for abstracts, or $300 at the 24- 
time rate. 


s International Communications 
will grant a 15% commission to 
agencies and public relations com- 
panies using the Digest for clients. 

The 1,711 publications cut across 
47 industrial classifications. The 
list includes 229 chemical books 
and 196 engineering publications. 
Britain accounts for 418 of the 
publications, France for 248. 

The president and publisher of 
the new publication is Gerard 
Mullin, formerly a salesman for 
Chemical & Engineering News. # 


New Business Drive Beat Slump at 
VanSant, Dugdale: Annual Report 


BALTIMORE, Dec. 9—By using 
all available manpower and re- 
sources to solicit over 500 pro- 
spective accounts—at a time when 
many agencies and advertisers 
were sitting tight—VanSant, Dug- 
dale & Co. has increased billings 
for 1959 by at least 20%, which 
will make it the largest volume 
year in the agency’s history. 

Details of VanSant, Dugdale’s 
record drive to develop new busi- 
ness were listed in an annual 
report entitled “How to Grow in 
a Recession Year,” released last 
week by William M. Dugdale, vp. 
The agency’s drive during 1958 
has resulted in six new national 
accounts which will increase total 
billing by $1,758,000. 

Early in 1958, Mr. Dugdale 
reports, the agency faced many 
problems. The agency had just 
resigned one of its largest ac- 
counts, the Fram Corp. Several 
clients had indicated budget cuts, 


and 1958 prospects looked to be 
less than the 1957 volume, fore- 
casting possibilities of slim profits. 


= “Some agencies resorted to an 
odd negative philosophy,” Mr. 
Dugdale states. “They cut down 
on their own promotion, their 
sales efforts and the other activi- 
ties which go along with it; they 
reduced their external programs 
because of costs, cut down on 
travel, presentations and other 
phases of their selling operations. 
Though they were aware of the 
time-worn axiom that you must 
spend money to make money, 
because of the temporary business 
slump, many advertising adminis- 
trators feared making any ex- 
penditures necessary for growth.” 

Instead of bemoaning the fact 
that things were tough, VanSant, 
Dugdale & Co. planned to capital- 
ize on the recession year by (1) 

(Continued on Page 74) 


Verran Hill 


Snyder 


Camille McNiff 


SPEECHMAKER—Congratulating Kenneth C. T. Snyder, vp of Needham, 


Louis & Brorby, Chicago, on his 


speech before the San Francisco 


Advertising Club, are Roger Verran, vp, BBDO; Robert Hill, ad 


manager, Columbia-Geneva steel 


division, U.S. Steel, president of 


the club; Al Camille, vp, McCann-Erickson, and Walter McNiff, 
director, western division, Television Bureau of Advertising. 


NEW DUO—Sylvania Electric Prod- 
ucts, New York, will introduce its 
new Dualette tv receiver with this 
celor page in the Jan. 12 issue of 
Life. The set, with @ 17” tube and 
plastic cabinet, is designed to serve 
as both a portable and a table mod- 
el. J. Walter Thompson Co. is the 
agency. 


‘Look’ Seals 1987 
Prognostications 
into New Building 


Des MOINES, Dec. 12—Look 
sealed a time capsule into its new 
$2,500,000 building here today dur- 
ing dedication ceremonies. 

The capsule contained predic- 
tions about the state of civilization 
in 1987, when Look will be 50 years 
old. Diggers will then discover 
such prognostications as: 


a “There will be 50% fewer recog- 
nized advertising agencies—either 
very large agencies or highly spe- 
cialized ones” (Peter Hilton, Kas- 
tor, Hilton, Chesley & Clifford); 
“advertising will demand an in- 
vestment of at least $43 billion” 
(W. W. Neal, Liller, Neal, Battle & 
Lindsey). 

“This fantastic process of recall 
by the human brain will be thor- 
oughly understood. Obviously, this 
will be of enormous significance 
to advertising because the funda- 
mental objective of advertising is 
a twin one: To implant a remem- 
bered thought, and so to implant 
the thought that it will be recalled 
at the point of purchase. And the 
point of purchase by 1987 may very 
well be an electronic push-button 
device that will be tied up with 
color tv, facsimile-in-the-home 
printing, etc.” (Ned Doyle, Doyle 
Dane Bernbach Inc). 


= “Men will still be wearing 1958 
style suits” (Leo Burnett); “living 
standards will be based on a mini- 
mum income of $10,000 a year” 
(L. H. Hartman, L. H. Hartman 
Co.); “disposable income per fam- 
ily will increase from $7,030 to 
$15,000” (Carrol Shanks, Pruden- 
tial Insurance). 

“As a Kentuckian who has failed 
to pick even one of the last ten 
Derby winners, I do not consider 
myself abundantly qualified to 
make predictions.” (W. S. Cutch- 
ins, Brown & Williamson Tobacco 
Co.) # 


‘True’ Sets Edition for 


Liquor Monopoly States 


True, New York, is moving to| 000. This year’s sales totaled 2,700,- Pa 


capture liquor industry ad dollars 


via a special edition covering 17) 


monopoly states. 

While other consumer magazines 
offer coverage of monopoly states 
as split runs, True is believed to be 
the first publication offering cov- 
erage in a special edition. Rates 
for the edition, which has a guar- 
antee of 700,000, will be based o: 
$4,500 per b&w page. 


‘\‘Obscene Monstrosities’ . . 


Mayers Testifies for 
| State Action; No, Say 
_ Mays and NOAB’s Meyer 


Los ANGELES, Dec. 9—Although 
a California state senate subcom- 
mittee has been holding a series 
of hearings to determine its recom- 


Philco Seeks Tests 
for Broadcasting 
Stereo to AM Radios 


PHILADELPHIA, Dec. 10—Philco 
Corp. has asked the Federal Com- 
munications Commission for per- 
mission to make field tests of a 
new system designed to transmit 
stereophonic broadcasts to normal 
radio sets. 

Standard am receivers would 
need an adapter to receive the 
broadcast in stereo, the company 
indicated, but the system would not 
impair reception of existing single 
sound receivers. Philco also said 
stereo receivers can be manufac- 
tured inexpensively. 

Philco asked that upon comple- 
tion of successful field tests, which 
could take a year or more, it be 
permitted to establish transmission 
standards for stereo broadcasting 
based on the company’s research 
and engineering developments. 


= David B. Smith, vp-research, de- 
scribed the compatible stereophon- 
ic broadcasting for present am 
broadcasters as both “scientifically 
and economically possible.” 

Philco added that its proposed 
method of am stereo broadcasting 
would not reduce the service range 
of existing transmitters nor require 
revision of present frequency as- 
signments. 

In field testing, Philco told the 
FCC it will cooperate with any 
licensed broadcasting station and 
the National Stereo Radio Commit- 
tee. 


MOTOROLA'S TAYLOR 
SEES STEREO GAINS 

BUFFALO, Dec. 9—A total of 3,- 
000,000 stereophonic sets will be 
sold in 1959, a gain of 300% over 
this ‘year’s 750,000 sales, the exec 
vp of Motorola Inc. asserted here. 
The prediction, by Edward R. Tay- 
lor, highlighted his talk before 
eastern states Motorola distribu- 
tors. 


Mr. Taylor asserted 1959 will 
represent “a good solid year,” add-| 
ing “competition will be exeep-| 


ity-value basis than on price.” 


tionally keen, but more on a qual-| | 


According to Mr. Taylor, tele- 


vision unit sales next year will to- 
tal 6,200,000, a gain of 12% over} 
the current year’s 5,500,000 total. | 

Table radio sales, however, will 
dip 10% from this year’s 2,800,000 
to 2,500,000 next year, he added. 
1A total of 2,300,000 clock radios) 


will be sold in 1959, compared with 
| 2,250,000 this year. Mr. Taylor said 
there will be 3,000,000 portable 
radio sales next year, 7% 


than this year’s 2,800,000 total. 


| Mr. Taylor further predicted al 


‘considerable drop in monaural 
| phonographs and hi-fi sets next 
| year, when sales will total 1,000,- 


| 000 sets. 


more) + 


California Admen in 
Outdoor Rules Fight 


mendations on the need for more 
control of outdoor boards, its prob- 
able action is apparently already 
clear. 

At a hearing here last week, Sen. 
John F. McCarthy, chairman, as- 
serted that if legislation prohibit- 
ing outdoor advertising was put to 
a vote, “it would pass so over- 
whelmingly you wouldn’t see a 
billboard in the state.” 

At another point in the hearing, 
Sen. Robert Montgomery, a com- 
mittee member, termed outdoor 
boards “obscene monstrosities.” 

A total of 18 witnesses from ad- 
vertising, business, unions, and the 
outdoor industry appeared in op- 
position to controls. 


= One adman, Henry Mayers, the 
Mayers Co., appeared supporting 
those who feel the “increasing ne- 
cessity of the control of advertising 
along California highways and in 
rural areas generally.” Mr. Mayers 
said he spoke as an individual but 
asserted there are many people in 
advertising who support his posi- 
tion. 

Answering the claims that regu- 
lation would cripple the outdoor 
industry and represent a blow to 
advertising in general, Mr. Mayers 
presented these statistics: The en- 
tire outdoor advertising industry 
represents only 2% of all adver- 
tising. Since it is estimated that 
less than one-tenth of outdoor rev- 
enue comes from outside urban 
areas, outdoor advertising along 

(Continued on Page 75) 


Admiral Sets March 
Refrigerator-Freezer 
Magazine Campaign 


CuHIcaGco, Dec. 10—Admiral 
Corp. will break a magazine ad 
campaign in March for its Dual- 
Temp refrigerators and Family 
Rated freezers. 

The campaign will stress the 
food-keeping function of Admiral’s 
“automatic climate control” in the 
refrigerators and freezers. 

The tentative schedule calls for 
ads in Life, Living for Young 
Homemakers, Progressive Farmer, 
The Saturday Evening Post, Suc- 
cessful Farming and Sunset Maga- 
zine. 

Henri, Hurst & McDonald, Chi- 
cago, is the agency. # 


Se es ae 


¥ 


FASHIONABLE—To make its product 


= Significant developments in the| more attractive to consumers, Co- 
field of consumer product electron-| jymbian Bronze Corp., Freeport, 


ics likely to appear in 1959 include | 
binaural tape for stereo equipment) 


and adoption of standards for 
steseophonic radio, Mr. Taylor said. 
Stereo may become as large a fac- 


N.Y., will break this page ad in the 
February issues of boating maga- 
zines. Bronze tint on the product 
is the only color used in the ad, 


tor in a few years as television is| Prepared by Smith & Dorian, New 


today, he added, # 


York, 
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Harris Heads West 
Coast Consolidated 
Unit of Richards 


San Francisco, Dec. 11—Fletch- 
er D. Richards Inc. offices on the 
West Coast are in the process of 
being consolidated under a single 
head—King Harris, exec vp. Mr. 
Harris has been head of the 
Richards agency’s Harris-Harland- 
Woods division here. 


Porter Anderson, who will con- Waste King May Acquire 


tinue to handle the Folger account 
and who has previously been i 


Angeles) division. 


General Foods, Morton, Hunt 


Following the death of Raymond 
Morgan (AA, Oct. 13), head of the 
Morgan (Los Angeles) division of| 
Richards, the Morgan unit is be-| 
ing consolidated with the Los An- 
geles division of Richards’ Harris- 
Harland-Woods unit and hence- 
forth will function under the Rich- 
ards name, but as part of the San 
Francisco operation. Robert C. 
Temple, vp, will head the Los An- 
geles office. 

Reporting to him will be James! 
O. Thompson, formeriy manager 
of the Los Angeles office of the 
Harris-Harlan-Wood division. He 
will be vp and senior account ex- 
ecutive in the Los Angeles Rich- 
ards office, 6233 Hollywood Blvd. 

The H-H-W division, now West 
Coast headquarters, will retain its 


General Foods Corp., 
Salt Co. and Hunt Foods have filed 
a joint petition for a writ of cer- 
tiorari with the Supreme Court. 
The plaintiffs—20 independent re- 
tail and wholesale grocers in the 
Chicago area—have 30 days to an- 
swer the petition. 

The three food companies are 
appealing a decision by a U. S. ap- 
pellate court, which ruled last sum- 
mer (AA, Aug. 4) that the com- 
panies failed to prove in a lower 
court trial that their payments to 
Woman’s Day for advertising were 
available proportionately to other 
grocery retailers in competition 
with the Great Atlantic & Pacific 
Tea Co. in accordance with Section 
2(d) of the Robinson-Patman Act. 
A&P, which has since sold Wom- 


San Francisco, though a part of the | 
Morgan unit in Los Angeles, will 
remain in San Francisco; his title 
will be vp of the Richards (Los 


Ridge L. Harlan will continue to 
be vp and creative director of the 
Richards West Coast operations. #| 


Appeal to U. S. Supreme Court 
Morton 


‘| Control of Cribben & Sexton 
Waste King Corp., Los Angeles, 


is seeking to acquire operating 
control of Cribben & Sexton Co., 


Chicago, by purchasing a majority | 


of its common stoek shares. Waste 
King plans to offer one share of 
its common stock, plus $12.50 for 
each two shares of Cribben & Sex- 
ton, but will not be obligated to 
|consummate the exchange if fewer 
jthan 165,000 shares are offered; 
jit will accept up to 182,000 shares. 
|Cribben & Sexton will be operated 
|as an autonomous subsidiary of 
Waste King, with Wendell C. Dav- 
is continuing as president. 
Bertram F. Given, president of 
Waste King, has forecast 1959 total 
industry sales of 480,000 dish- 
washers and 800,000 garbage dis- 
|posers—an increase respectively 
|of 13% and 11% over this year. He 
also said the nearly half-million 
dishwashers will have a retail 
}value of approximately $108,000,- 
000, and the 800,000 disposers will 
retail for about $56,000,000. 


Swift Named WTCN Manager 

Arthur M. Swift, formerly gen- 
eral sales manager of WOOD and 
WOOD-TV, Grand Rapids, Mich., 


former designation. Parker Wood/an’s Day to Fawcett Publications | has been appointed to the new post 


will continue as vp and manager of 
the office, at 58 Sutter St., San 
Francisco. 


(AA, Oct. 6), and the magazine 
were absolved of anti-trust law 
violation. 


of manager of WTCN, Minneapolis, 
effective Jan. 1. Both units are 
|owned by Time Inc. 
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the growth and 
stability of our 
economy.” 


Mr. Gordon writes, “Business newspapers of 
Canada have an important job to do on behalf 
of our increasingly industrialized society. Cer- 
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“Business newspapers 
contribute much to 
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President, A.V. Roe 
Canada Limited. 


tainly in a group of industries as widely diver- 


sified as those in A. V. Roe 
there is a keen awareness of 


dependable reporting and interpretation of signi- 
ficant developments wherever they may occur.” 


Canada Limited 
the necessity for 


Canadians.” 


CRAWFORD GORDON, 


ri 


A. V. Roe president, Gordon, concludes, 
“The creators of both editorial and adver- 
tising pages in our business press share an 
important responsibility toward their fellow 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


137 Wellingfon Street W., Toronto, 


- « « circulation independently audited . . . edited to highest ethical standards. 


Canada 


Advertising Age, December 15, 1958 


Highlights of This Week's Issue 


| Armour & Co. pays local rate by placing 
its ads through its six regional offices, 
pays agency the 15% commission out of | 
its own pocket Page 1 


Advertising Research Foundation rounds 
off stormy year with a peaceful an-| 
nual meeting; changes its bylaws Page 1. 

McGraw-Hill will begin answer to FTC 
deceptive advertising charges on Jan. 
TUE Whetiaindatl libel oeinisteitecserptahniageoniinticensipsbeeede Page 1 


Western Union drops the yellow from its 
consumer ads, will let the emotional | 
appeal carry the message in b&w Page 2 | 

| 


Schlitz puts one more bid in to gain the | 
1959 championship for beer production 
with a new entry—Old Milwaukee beer 
—which it has heretofore brewed on a 
limited basis wccoene Ge 8} 


New supermarkets, opened in 1958, did 
not do as well as supermarkets which | 
opened in 1957, Super Market Institute | 
study shows 


John H. Sweet is named president and | 
publishing director of U. S. News Pub- 
lishing Corp., with David Lawrence con- | 
tinuing as editor and as board chair-| 
man 


Dominance of a market through advertis- | 
ing does not constitute the basis for) 
anti-trust action, Federal Trade Com-| 
mission hearing examiner says ....Page 3) 


Admiral Corp. sets March campaign for its | 
Dual-Temp refrigerators and Family! 
Rated freezers ................. 


VanSant, Dugdale & Co. beat slump by us- 
ing all its available manpower and re- 
sources to solicit over 500 prospective 
accounts at a time when many agencies | 
and advertisers were sitting tight, in- | 
creased billings for 1959 by 20%, annual 
report says 


Leok seals time capsule into new $2,500,000 | 
building in Des Moines with prognosti- 
cations on what will happen in 1987, in- 
cluding 50% fewer recognized advertis- 
ing agencies plus a $43 billion annual ad | 
investment ..... Page 3 
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Justice Department finds itself in a quan- 
dary as its solicitor general argues, con- 
trary w cepartment’s policy, that FCC 
can epprove a broadcast application, 
even if it knows it violates an anti- 


trust law, if it deems it in the general 
public interest Page 6 


74% of all medics look at their own mail, 
survey by Medical Advertising Service 
shows Uccsiniideipnennsaniteaiiall Page 14 


Political unrest makes Cuban agencies 
cautious, despite optimism about eco- 
NOE ccstciemtenishicitiiaitiiitinin Page 24 


1959 will be a good year for tobacco dis- 
tributors, National Assn. of Tobacco 
Distributors managing director, Joseph 
I yD « ncstsercoscereccesveqnensenien Page 30 


Canada’s brewing industry spent an esti- 
mated 75¢ to 90¢ per bbl. of beer on 
advertising in 1958  ..............cccc0 Page 33 


Russians use advertising and promotion 
to keep people sold on communism, 
Steel's editor-in-chief, Irwin Such, 
says 

Retailers could increase their business 15°% 
to 25% in three to six months by adopt- 
ing supermarket methods, Stanley Ar- 
CO I ecenctinigiciecnn cteienietiptensiarreretnees Page 46 


Let’s face it, advertising is not lily-white, 
James Woolf says ..... : Page 62 
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we use in the 


Growing Greensboro Market!" 


| GREENSBORO 
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THE SUPERMARKET 


readers daily. 


Sales Management Figures 


* GREENSBORO, NORTH CAROLINA 
© Represented by Jann & Kelley, Inc. 
o@e@eoeoeveeveeveeeveeeeeeeee et & 


Set off a chain reaction! End up with carloads ot sales by casning 
in on one of the South’s real big super-markets—the Growing 
Greensboro Market. It’s a top shopping-and spending area, where 
one-sixth of North Carolina’s population accounts for one-fifth of 
the state’s $4 billion in total retail sales annually. This makes the 
Growing Greensboro market the second best in the South and 
fourth best in the Nation in per family retail sales. If you want to 
pile those carts full with your particular product you will auto- 
matically select the Greensboro News and Record as your major 
advertising medium. Over 100,000 circulation daily. Over 400, 
¥ 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 
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Ratings. Sales. Showmanship. A community’s belief in a station. The people behind the 

mikes and the cameras. The people behind the desks. These are some of the reasons why 
Westinghouse Broadcasting Company stations are leaders in their markets. Beyond these, and 
basic to the operation of each station, is the WBC business creed; a point of view and a policy on: 


LOCAL OPERATION ...to assure intimate knowledge of local tastes and problems so that 
programming can best serve local needs. GROUP ASSISTANCE... to maintain high 

creative standards.through the inter-change of ideas among the stations and the 

corporate staff of broadcasting specialists. COMMUNITY LEADERSHIP .. . to participate 
actively and effectively in civic affairs. PUBLIC SERVICE ...to develop the same creative 
attention and showmanship to public service as required for all programming. 

FAIR COMPETITION ... to sell aggressively, offering fair and identical terms — as published — 
to everybody, guaranteeing the quality and integrity of our product to all advertisers. 


In short...a continued dedication by management, staff and talent to advancing the techniques 
and standards of broadcasting as dynamic instruments for educating, entertaining and 
selling. Broadcasting is most effective on stations that have earned the respect and confidence 
of the communities they serve. 


@@© Westinghouse Broadcasting Company, Inc. 
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This Week in Washington... 


™ Solicitor General Runs Wrong Way 
a 6 ‘ith Legal Ball in Broadcast Case 


yards for 


kin. 


By Stanley E. Cohen 
Washington Editor 
WasHINGTON, Dec. 11—Remem- | that FCC approval does not pre- 
ber the quarterback who ran 100| clude the anti-trust division from 
a touchdown ; 
wrong direction? Well that’s the) Sherman Anti-Trust Act violation 
way the Justice Department’s anti-| has occurred. 
trust division must feel these days). . t 
about Solicitor General J. Lee Ran-| With his point. When Justice Hugo 


proved by FCC. But the solicitor 
general’s job Monday was to argue 


in the| acting independently if it feels a 


Apparently he was carried away 


|L. Black asked whether FCC can 


As attorney for the government,|4pprove a deal even though it 
the solicitor general was before the| Knows it violates the anti-trust 
Supreme Court Monday, appealing| laws, the solicitor general assured 
a lower court decision which pre-| him it can. 
vents the anti-trust division from| 
challenging NBC’s purchase of tv| greater public interest,” he argued. 
and radio stations in Philadelphia. | “From 

According to the lower court,| laws may be only one of the con- 
NBC had immunity, because the| siderations when an application is 
purchase was examined and ap-!/under consideration.” 


“The commission can look to the 


its standpoint, anti-trust 


e, is exactly the 
t the Justice De- 
ng in the briefs it 
Viami Channel 10 
race Stern, who 
of misconduct in 
‘aken the position 
is merely one of 


This, of co 
opposite of w! 
partment is s: 
is filing in th: 
case. Judge 
studied charg: 
that case, ha 
that miscond: 


the factors to ec considered when 
FCC picks the pplicant best qual- 
ified from ‘ec public interest 
standpoint. B.: at the very mo- 
ment the solic ‘or general was be- 


1e Court, the Jus- 
tice Departme:' was working on a 
protest which contends that law 
violations like misconduct (or anti- 
trust offenses, for that matter) are 
per se disqualification, regardless 
of other public interest considera- 
tions. 

In their post mortems over the 
solicitor general’s blunder, anti- 
trust lawyers sense even more dis- 
astrous results if the Supreme 
Court takes him seriously. Instead 
of arguing as he did, they think, he 


fore the Sup: 


Advertising Age, December 15, 1958 


what FCC had in mind when it ap- 
|proved the deal. “As it is,” com- 
|plains one worried barrister, “the 
|solicitor general’s argument gives 
| FCC a springboard to go any way 
‘it wants to on anti-trust matters. 
It could decide—for example—that 
pees time contracts—though il- 
legal—are justified from the pub- 
lic interest standpoint.” 


If Chairman John 
Another Ratke Gwynne, of the) 
Plaint Is Found Federal Trade) 

Commission, 
holds a cocktail party to promote 
togetherness among staff person- 
nel handling cases involving firms 
owned by adman David L. Ratke, 
of New York, the guest list will 
have to be even longer than this 
writer indicated last week. 

Our ADVERTISING AGE files 
showed at that time that at least 
six businesses operated by Mr. 
Ratke are cited in FTC complaints, 
including two complaints against 


should have hedged by claiming| Parker Advertising, David L. Rat- 
that he had no way of knowing|ke, president. By our count there 


ee 


Vee tes, 


mn 
Monel, trogen ya 
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Because of this perfect atmosphere and timing for your product promo- 


461 Eighth Avenve, New York 1, N. Y. 


tion, you need no costly display nor large units of space . . 
for a factual description of your product and its basic ap 
Cost? Less than $200 per month . . . for present markets’ 


. just enough 


protection and 


Details? Write for IEN’s 


new Media Data File and “Your Markets Are 


Changing” Booklet. 


were at least three independent 
teams of FTC investigators, prose- 
cutors and examiners working on 
these cases, apparently without any 
knowledge that other people in the 
same agency were in pursuit of the 
same client (“In Washington,” AA, 
Dec. 8). 

Now we find that another team, 
including Garland Ferguson, pros- 
ecutor, and John B. Poindexter, 
hearing examiner, is responsible 
for a case against I. G. Chemical 
Co., another Ratke property, ac- 
cused by FTC of advertising false- 
ly that Green Plasma turf builder 
has been tested by the U. S. gov- 
ernment and is used on the lawns 
of the White House and the Capitol 
Bldg. Whether or not they are 
drinking men, they certainly should 
not be overlooked if the FTC de- 
cides to have a “get acquainted” 
session for its forces deployed on 
the Ratke front, as this department 
has suggested. 

On Aug. 16, 1957, the Department 
of Agriculture issued a _ public 
statement warning that Green 
Plasma is not endorsed by the gov- 
ernment nor used on the White 
House or Capitol lawns. It only 
took FTC until Oct. 31, 1958, to get 
around to issuing a complaint. 


Auto industry 
Car Sales to spokesmen tell 
Rise—a Little official Washing- 


ton that they are 
not particularly disturbed about 
the fact that 1959 probably will not 
rank any higher than the industry’s 
fifth-best sales year. “The sales 
curve will be on the upgrade dur- 
ing the year,” they say, “so we 
ought to make money, and we 
ought to be on our way to an even 
better year in 1960.” 

According to trade association 
experts participating in a 1959 out- 
look seminar sponsored by the U. S. 
Chamber of Commerce, the econ- 
omy will continue a slow recovery 
in 1959, with gross national prod- 
uct, consumer income and employ- 
ment up about 5%. 

On this basis, gross national 
product would reach a level of 
about $480 billion, compared with 
roughly $450 billion at the present 
time, and the economy would have 
to wait until 1960 to reach the 
long-heralded $500 billion mark. 


The Food & Drug 
2-Year Stay for Ad ministra- 
Orange Dye tion is going 
along on a two- 

year truce in the fight over the use 
of Red 32 to color the skin of Flor- 
ida oranges. Under a current FDA 
order, Red 32 is regarded as too 
dangerous for use in food, but the 
rule is being contested in court by 
Florida Citrus Growers, who say it 
is indispensable for camouflaging 
the green skins of Florida oranges. 
Orange people want time to de- 
velop a substitute, and FDA is 
agreeing to special legislation sus- 
pending the ban, so far as oranges 
are concerned, for a two-year pe- 
riod. Under the bill, to be intro- 
duced in the new Congress, pro- 
cedures for using Red 32 on 
oranges will be stringently con- 
trolled. # 


‘Indiana Farmers Guide’ 
Becomes ‘Indiana Farmer’ 

The name of the Indiana Farm- 
ers Guide, Huntington, Ind., will 
be changed to the Indiana Farmer, 
effective with the January, 1959, 
issue. The Indiana publication re- 
cently was purchased by the pub- 
lisher of Kentucky Farmer and 
Tennessee Farmer & Homemaker 
(AA, Sept. 29), and since has ac- 
quired a new format and has been 
converted to offset printing. 


POPAI Joins AFA 

The Advertising Federation of 
America has added Point of Pur- 
chase Advertising Institute as an 
affiliate, bringing to 17 the num- 
ber of national advertising asso- 
ciations affiliated with the AFA. 
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A new and powerful advertising medium for 


the Hemisphere’s fastest growing market” 


Z 


7 Mexican 


edition of 
Ld FE 


EN ESPANOL 


Mexico today is a $1,200,000,000 import market—and grow- 

ing fast. Soon advertisers will have a new, direct and effective 

instrument to reach this spectacularly growing market—the 

new Mexican edition of LIFE EN ESPANOL. Four unique ad- 

vertising and marketing advantages: 

Editorial—New emphasis on articles and features of special 
interest to readers in Mexico, presented as only LIFE 
EN ESPANOL can. 


Readership— Large, influential circulation and the highest 
per-copy readership of any publication in Mexico offer 
advertisers substantial coverage of Mexico’s economic- 
ally active population. 

Advertising Presentation— [he finest printing and color 
reproduction available—on LIFE-size pages. 

Merchandising—The complete follow-through of Latin 
America’s most merchandisable medium—all of the 
know-how of the U.S. LIFE adapted to the special 
needs of the Mexican market. 


— , 19 
CIRCULATION RATE BASE—100,000 NET PAID 
For full details write or call: Advertising Director, LIFE EN 
ESPANOL, Time & Life Building, 9 Rockefeller Plaza, New 


York 20, New York (JUdson 6-1212). 


*Between 1950 and 1957, Mexico’s Gross National Product doubled. 


EN ESPANOL 
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25.000,000 Watchless Americans... 


Watchmakers Perturbed; Study 
Trend Toward Cheaper Timepieces 


New York, Dec. 


be jolly. 


11—For the | watches had jeweled movements, 
watch industry, it’s the season to | 40% had no idea why jewels are 
jused and 93% 
The three weeks before Christ- | the term, “pin-lever.” 


mas account for 39% of all watch | 


sales and the industry’s big ad-|s AA was told that the makers of 


vertising push is on now. 


Magazines carry gleaming color| ing the idea of an educational 
pages and spreads, tv channels and|campaign on the “jewel vs. pin- 
radio dials resound with the “give | lever” 
a watch” theme and newspaper|nauer Watch Co. took such an 


| 


insertions reiterate the message. | 


Beneath the Christmas cheer, 


however, there appears to be deep) 
uneasiness. In a survey of indus-| 


try opinion this week, ADVERTISING 
Ace found some disturbing ques-| 
tions being asked: 


Will the inexpensive pin-lever|of your watch and functions more 
to expand|than 157,000,000 times a year, this 
their share of market against the| difference in construction is obvi- 
jeweled watches? What can jewel-| ously vital.” 


timepieces continue 


ers do to fight the 


drift of sales to|}\s The Longines line begins at 


An Ad Age | 
Situation discount houses, | 
Story department stores 


and drug stores? 


‘entirely different slant. Robert E. 


Is it an unhealthy situation to) 


have gifts account for two-thirds 


|had a blunt message for jewelers 


of watch sales? Have the Swiss) 


miscalculated by cultivating the 
jeweler? Why are _ 25,000,000 
Americans above the age of 14 
without watches? 


® These are some of the questions 
troubling the industry today. The 
answers depend on which seg- 
ment of the industry is doing the 
talking. This is by no means a 
unified industry. 

The Watchmakers of Switzer- 
land thought it had the answers 
a year ago when it released to 
the trade the results of a nation- 
wide survey of consumers and 
retail jewelers. The study was 
touted as “the most comprehen- 
sive fact-finding poll of its kind 
in many years.” 

The study showed that one out 
of three Americans wore a watch 
that was at least 10 years old. It 
showed that three out of four 
people were ripe customers for 
new watches. It showed that the 
jewelry store was still the main 
retail outlet for watches. 


@ It seems that these _ results 
were unsatisfactory as a guide to 
action, for now—one year later— 
the Watchmakers have another 
comprehensive study in the works, 
this one being conducted by G. 
Nowland & Co., Greenwich, Conn. 

Pending the results of this 
study, the Swiss have sharply 
curtailed advertising. They have 
also parted company with their 
first and only advertising agency, 
Foote, Cone & Belding (AA, Dec. 
8). 


® The industry, seeking the an- 
swers to its problems, is going in 
heavily for studies these days. 
Elgin National Watch Co. recently 
released the results of a study 
conducted by Crossley S-D Sur- 
veys. 

This study showed that during 
1956-57 jewelry stores had 58% 
of the watch business, compared 
to 9% for discount houses, 8% for 
drugstores, 6% for department 
stores. It also showed—not sur- 
prisingly—that the less expensive 
the watch, the less likely it is to 
have been bought in a jewelry 
store. 

Jewelers sold only 20% of 
watches priced less than $15, 
44% of those in the $15 to $30 
class, 72% of those in the $30 to 
$50 bracket and 93% of those 
priced $75 and above. 

Elgin’s study also revealed con- 
siderable confusion in consumers’ 
mifids over jeweled and pin-lever 
movements. One out of four watch 


owners did not know if their 


had never heard of 


|\jeweled watches are consider- 


question. Longines-Witt- 


approach in a full-page ad in the 
Nov. 3 Life. The Longines ad said: 

“Most watches under $20 have 
what is called a ‘pin-lever’ es- 
capement. Better watches have 
‘jewelled-lever’ escapements. Since 
the escapement is the beating heart 


$71.50. U. S. Time Corp., maker 
of the Timex, has, of course, an 


Mohr, sales director of U. S. Time, 


Watch for the Agency ... 

New York, Dec. 11—One of the 
busiest telephone numbers in New 
York this week was Plaza 7-6486, 
the number of the Watchmakers 
of Switzerland. 

The avalanche of calls came from 
advertising agencies interested in 
succeeding Foote, Cone & Belding 
on the Watchmakers account. 
FC&B resigned the business last 
week (AA, Dec. 8). 

Applicants were asked to sub- 


| watches they : 


mit some basic information about 
themselves—billings, offices, ac-| 
counts, etc.—and were advised that 
a decision would not be forthcom- 
ing until some time next year. Paul, 
Tschudin, manager of the Watch- 
makers office here, is now in 
Switzerland and will not be back 
until Dec. 20. 


earlier this year. His message, 
delivered in the pages of Jewelers’ 
Circular-Keystone, went like this: 

“During the coming years more 
people will buy good, low-priced 
watches. It is time for the retail 
jeweler to tie in with this amazing 
growth. Why? Many consumers 
now believe that it is unnecessary 
to spend $30 or $50 to have a good 
timepiece. 

“I wonder if the jeweler is 
cognizant of the tremendous 
growth of low-priced watches. 
This year 10,000,000 will be sold 
and by 1960 sales will be over 
12,000,000 units. This is a direct 
reversal of the trend of a few 
years ago. In 1952, jeweled-lever 
watches accounted for 65% of the 
total market and _ low-priced 
watches only 35%. Last year 
jeweled-lever watches accounted 
for 65% of the total market and 
low-priced watches 35%. This 
year jeweled-lever watches ac- 
count for 48% of the market and 
low-priced watches 52%. To meet 
this expanding market, Timex will 
continue to spend large sums of 
money for product development 
and aggressive advertising and 
merchandising programs.” 


# Bruce Enderwood, head of the 
New York advertising agency 
bearing his name, believes the 
jeweled watch industry has cre- 
ated its own problems. Mr. Ender- 
wood, who worked on the Bulova 
account at the Biow and McCann- 
Erickson agencies and who is a 
former vp of Gruen Watch, told 
AA the industry has missed the 
boat for these six reasons: 


1. With very few exceptions, 


\transferred to Baltimore as gen-| 


companies are making the same 


ie 25 years ago.| 
no styling and) 
ont. 


There has be: 
product develo; 


2. Watche: 
over-priced, \ 


re fantastically 
dealer markups! 


| running to 250‘ 


has been the/| 
of the industry.” 
‘s, the manufac- 
y to the consum- 
alers how to sell. 
siness, the dealer 
1e maker. It is a 

industry.” 


3. The jev 
“pampered ch 
In other indu 
turer sells di: 
er and tells it 
In the watch 
has dictated 1: 
“trade-domina':"'! 


4. Sales met!..ds are antiquated. | 
The basic selliiig tool of companies 
is still the traveling salesman 
with his suitcase of watches. 
There is no selling of ideas to) 
dealers. 


5. There has been a consumer | 
packaging revolution but watch 
cases have remained the same for 
25 years. 


6. Watch advertising has never 
changed significantly. It is still 
“give it, wear it with pride, 17 
jewels.” 


® A recent report by the U. S. 
Tariff Commission gives a graph- 
ic picture of what has been 
happening in the watch business. 
Some highlights of the report: 


1. Between 1954 and 1957, im- 
ports of pin-lever movements 
jumped 300%. 


2. Pin-lever watches, which ac- 
counted for 11,600,000 of the 
20,000,000 units bought in 1957, 
took 70% of the market in the 
first quarter of 1958. 


3. The four U. S. makers of 
pin-levers—U. S. Time, General 
Time, E. Ingraham and New 
Haven Clock—increased their out- 
put by 73% in the first quarter of 
1958. 


4. Pin-lever watches now “so 
|closely resemble higher-priced 
jeweled levers that few laymen 
can tell the difference.” 


5. Elgin, Hamilton and Bulova 
—the three U. S. producers of 
jeweled watches—produced _l,- 
500,000 units in 1957, down sub- 
stantially from the 2,100,000 pro- 
duced in 1956. 


6. Before 1952, U. S. makers of 
jeweled levers did no other kind 
of manufacture. In 1957, their 
watch sales were only 47% of 
their business and in the first 
quarter of 1958 watches repre- 
sented only 30% of their total 
business. 


s Elgin National Watch Co., El- 
gin, Ill., will introduce new prod- 
ucts to the trade beginning Jan. 5. 
Advertising for 1959 will be cen- 
tered around the new products and 
pricing, according to Lowell Kuhn, 
assistant advertising manager. He 
said the ad budget would be in- 
creased over 1958. The company 
will use national magazines, news- 
papers, television and dealer aids. 
J. Walter Thompson Co. is the 
agency. 


Mathiesen Moves to KYW-TV 


Westinghouse Broadcasting Co. 
has appointed George Mathiesen, 
assistant general manager of KPIX, 
San Francisco, general manager of 
KYW-TV, Cleveland. He will suc-) 
ceed John L. McClay, who is being | 


eral manager of WJZ-TV to fill 
the vacancy created by the ap- 
pointment of Larry Israel as vp 
and general manager of Westing- 
house Broadcasting’s new Tele- 
vision Advertising Representatives 
Inc. 


‘This Week’ Boosts O'Connor 
John R. O’Connor, formerly on 
the New York sales staff of This 
Week Magazine, has been appoint- 
ed eastern manager of the maga- 
zine. He will supervise the New 
York, Boston, Philadelphia and 


Atlanta offices, 


Advertising Age, December 15, 
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NOTE THIS—Statues of the old mas- 
ters are being used by Jerrold Elec- 
tronics Corp., Philadelphia, to pro- 
mote its VHF Preamplifier. The 
ad will appear in Hi Fidelity in 
January and Hi Fi & Music Revue 
in February. Lavenson Bureau of 
Advertising, Philadelphia, is the 
agency. 


Ford Hits 2,500,000 
Chevy Owners with 
Direct Mail Push 


Detroit, Dec. 10—The Ford 
Motor Co. has just completed a 
hard-sell direct mail campaign 
directed to 2,500,000 Chevrolet 
owners. 

The mail promotion, which be- 
gan Nov. 24, consisted of a three- 
page sales letter addressed to 
Chevrolet owners and signed by 
L. A. Iacocca, car marketing 
manager, and a four-page illus- 
trated b&w brochure which listed 
numerous reasons why the 1959 
Fords are better than the ’59 
Chevrolets. 


# Ford claims that its suggested 
retail list prices are lower on 
every model in every series than 
those of the Chevrolet. The bro- 
chure also maintains that Fords 
are more economical to run, that 
Ford mufflers last twice as long. 

The sales letter and brochure 
were prepared by Ford and its 
agency, J. Walter Thompson 
Co. + 


Baltimore Refunds 
$1,278,745 in Ad 
Taxes to Media 


BALTIMORE, Dec. 11—Although 
city attorneys have not yet reached 
a decision whether to make a U. S. 
Supreme Court test of the invali- 
dation of the Baltimore advertising 
tax law by the circuit court and 
Maryland court of appeals, the 
city council today approved re- 
funds to media totalling $1,278,745. 

Circuit Court Judge Joseph L. 
Carter last summer (AA, July 14) 
ordered the city of Baltimore to 
cease collecting the 4% tax on local 
advertising and the 2% tax on the 
gross receipts of local media, and 
to take steps by Dec. 10 to make a 
prompt refund of all taxes collect- 


ed. The court of appeals later re- 


fused to rehear the case (AA, Oct. 
20). 

Checks being mailed out to me- 
dia include: $734,810 to the Sun- 
papers; $300,785 to the Baltimore 
News-Post; $12,117 to the Afro- 
American; $10,765 to Radio Station 
WFBR; $12,012 to WJZ-TV; $12,- 
626 to Radio Station WITH; $10,- 
489 to Radio Station WCBM;; $15,- 
432 to WBAL-TV, plus lesser 
amounts to other local media. 

More than $1,500,000 had been 
expected by the city during the 
one-year life of the taxes but many 
advertising agencies withheld pay- 
ment of the taxes believing in 
their ultimate invalidation, + 
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‘Post Office Invites 
Four A's, ANA, ABP, 
NBP to Insert Confab 


WASHINGTON, Dec. 12—Four as- 
sociations, in addition to the 
Magazine Publishers Assn., have 
been invited by the Post Office 
Department to attend the Dec. 15 
meeting here to clarify the adver- 
tising insert picture. All have ac- 
cepted. 

The American Assn. of Adver- 
tising Agencies plans to have Au- 
gust Nelson, vp, represent it; the 
| Assn. of National Advertisers will 
| be represented by Peter W. Alport, 
|vp; Associated Business Publica- 
tions will be represented by Wil- 
liam K. Beard, president, and Na- 
|tional Business Publications will 
| be represented by Robert E. Harp- 
er, president. 

The MPA said it would be rep- 
resented by Kent Rhodes, chair- 
man, and Francis R. Cawley (in- 
correctly identified in the Dec. 8 
issue of ADVERTISING AGE as “Frank 
Hawley”). + 


Publishers Weigh 
Magazine Ad Survey 


New York, Dec. 11—One month 
ago today the Assn. of National 
Advertisers made it clear that it 
expected magazine publishers to do 
something about a study of their 
audiences (AA, Nov. 17). 

This week, magazine publishers, 
who are keenly aware of the ANA’s 
feelings on this score, had under 
consideration a study proposal 
from a second research company. 

The new proposal, following by 
six weeks one made by Alfred 
Politz Research (AA, Nov. 3), 
comes from Audits & Surveys Co., 
which was invited to present its 
ideas to eight top magazines last 
week. 

Audits & Surveys advanced a 
study designed frankly “to place 
magazines on a more comparable 
and competitive measurement base 
with television.” 


® Solomon Dukta, president, and 
Lester R. Frankel, exec vp, of 
A&S, asserted their study would 
add a “new dimension” by measur- 
ing “the total number of consumer 
households reached by a magazine 
advertisement.” 

It will not measure the impact 
of magazine ads any more than the 
Nielsen Audimeter measures the 
impact of tv commercials, they 
pointed out. It is offered simply as 
a measurement of exposure to ad- 
vertising. 


s The unique feature of the A&S 
proposed study is a sealed-pages 
technique developed by Martin 
Yazmir, formerly of Politz. The 
study calls for 2,500 copies of a 
magazine to be sent to subscribers 
and newsstands with all of the 
pages sealed at one spot well into 
each page. When a page is opened, 
the seal breaks. Interviewers visit- 
ing homes can thus determine 
quickly which ads have been seen. 

This measurement of exposure 
in circulation homes would be sup- 
plemented by a 5,000-home sample 
of the entire country to measure 
the pass-along exposure. 


s The A&S plan was presented to 
the publishers of Better Homes & 
|Gardens, Good Housekeeping, La- 
dies’ Home Journal, Life, Look, 
McCall’s, Reader’s Digest and The 
Saturday Evening Post. 

Polling these publishers this 
week, ADVERTISING AGE found that 
reactions varied all the way from 
“Tt’s three years behind the times” 
to “It has some interesting possibil- 
ities.” + 


Barber Agency Changes Name 
Jerry Barber Associates, Hart- 

ford, Conn., agency, has changed 

its name to Barber-Grant As- 

— It is located at 734 Asylum 
ve. 
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Never been up 


quite so high before! 


1958 was the biggest year ever at MECHANIX ILLUSTRATED. 


Advertising revenue hit a new all-time high—a resounding 12.5% over 
1957—registering the greatest gain in the monthly mechanical field. And 
January has gotten 1959 off to an even faster start— with revenue up 
more than 20% over January ’58. 


These are the results of a constantly-growing MI circulation. During the 
first six months of this year, MI showed a record average of 1,108,594 
—a gain of 7.1%... the only gain in the mechanical magazine field. 

And third quarter circulation has gone even higher. 


If you have a product or service that will interest men, you owe 
it to yourself to get all the facts about this rich MI market. 
Just call, write or wire any of the offices listed below. 


Source: Publishers’ Statements toABC June 30, 1958 


MECHANITX 
ILLUSTRATED 


FAWCETT PUBLICATION 


67 West 44th Street, New York 36,N.Y. «+* MUrray Hill 2-3606 


612 North Michigan Ave. 1659 Guardian Building 2978 Wilshire Bivd. 
Chicago 11, Illinois Detroit 26, Michigan Los Angeles 5, California 
MOhawk 4-5363 WOodward 2-4860 DUnkirk 7-8258 


Hale Printup & Associates 


681 Market Street Langford Building 4087 Haverhill Dr. NW 
San Francisco 5, California Miami 32, Florida Atlanta 5, Georgia 
EXbrook 7-3441-2 FRanklin 9-2668 CEdar 7-1264 
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ou with it? 


If you were one of the sponsors of the 
fabulous presentation of ‘‘Wonderful Town’’ 
on the night of November 30th you had 

a wonderful television experience. 


You were part of a broadcast that played 
to the largest audience this season for 

a ‘‘special’’ entertainment program—a 
total of some 50 million viewers. And you 
can be sure that you left a warm and 


memorable impression on your audience. 


If you were any CBS Television Network 
advertiser you would be gratified by this 
latest demonstration of the network’s 
talent for contributing such freshness and 
vitality to the medium. 


It is this extra edge of initiative that 
produces not only the biggest audiences 
for ‘‘special’’ programs, but for the 
average program as well—14% more homes 
than on the second network at night, 8% 
more in the daytime. In fact CBS 
Television Network advertisers have been 
enjoying the largest average nationwide 
audiences for the past 81 consecutive 
Nielsen Reports issued since July 1955. 


If, on the other hand, you’re a television 
advertiser who is not on the CBS Television 
Network, maybe you ought to get with it. 


@© CBS TELEVISION NETWORK 
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The Editorial Viewpoint . . . 


Advertising’s Intellectual Level 


“For as long as I can remember,” New York agency head Emil Mo- 
gul declared in a recent speech, “I’ve been at loggerheads with the 
dyed-in-the-wool intellectuals who enjoy pointing an admonishing 
finger at advertising . . . If the intellectuals had their way, all adver- 
tising would be so preciously sophisticated that only the top-echelon 
editors of The New Yorker could fathom it. 

“And with all due respect to The New Yorker... how many Amer- 
icans would stand for an unrelieved diet of intellectual-based adver- 
tising? ... 

“The real trouble with those who accuse advertising of talking 
down, or of hidden persuasion, is that they would have the vast Amer- 
ican public conform to their own tastes and distastes.” 

The problem to which Mr. Mogul addresses himself is not new, and 
it is largely insoluble. Intellectuals always find the common language, 
the common taste in literature and art and music and home furnish- 
ings and clothing and cars, disturbing and to a large extent degrading. 
They start from the premise that they are different from the mine 
run of people and more clearly aware of intellectual and artistic mat- 
ters. Ergo, the general public taste is lower than theirs, and is to be 
deplored. 

So anything that is aimed at large masses cf people almost automat- 
ically aims too “low” for the intellectual, and tends to be offensive to 
him. But advertising people, and salesmen, and politicians and all oth- 
ers who aim at influencing masses of people, know that to be effective 
a message must be pitched in terms of “the common people” and no 
advertising man should ever have to apologize for this. 

Advertising is supposed to persuade, not set intellectual tone. About 
the best advertising people can aim for, in terms of mass communica- 
tion, is that they hit slightly above the mass level, rather than below it. 


The Case for Movie Ads 


Speaking of mass levels of taste and intellect leads us right into a 
discussion of movie advertising by Berne Schneyer which appeared 
in Film Bulletin last month. 

Many people in and out of advertising have been critical of movie 
advertising, including us, and many have claimed that the ads are 
super-heated, in comparison to the films. 

But Mr. Schneyer voices an opposite opinion in his discussion of the 
refusal of some newspapers to print advertising for the film “Anna 
Lucasta.” Says he: 

“United Artists had produced a film which concerned itself with 
the story of a prostitute, pure and simple ...The [advertising] art 
was, albeit a trifle on the revealing side, actually not half so sugges- 
tive as most perfume or lingerie ads—and it told the story. The copy, 
also, was concise and to the point. This, it said, was a tale of a ‘tramp.’ 

“What should be applied as a yardstick to all film advertising is not 
a prettifying of frank, adult themes—which must serve only to de- 
ceive the reader—but a reasonably forthright presentment of what a 
picture depicts. If a film tells the story of a woman of ill fame, the 
ads ought to say so; anything else would be a case of duping the public. 

“If the trend persists toward coating a sordid theme with adver- 
tising whitewash, the industry will be placed in the uncomfortable 
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—Robert Pasch, Babylon, L. I. 
“They told him ‘Peace on Earth’ was too controversial for the client’s 
Christmas card.” 


position of serving up a slice of Tennessee Williams to people looking 


for a pleasant family picture.” 


Thete seems to be some merit to this argument. 


Magazines and 


the Post Office 


It is a good thing that the Post Office is planning to get together 
with representatives of magazines to discuss the situation with regard 


to inserts. 


| Rough Proofs 


A new novel about the explorer 
|DeSoto has come out under the 
|name of “The Golden Eagle,” and 
ought to provide a suggestion or 
| two for the boys in Detroit. 
* 


Edsel advertising now says 
frankly it is competing with Ford, 
Plymouth and Chevrolet, and per- 
haps its mail contains letters of 
thanks from General Motors and 
Chrysler for the free publicity. 

= 


Nornian Strouse says reduced 
advertising expenditures led to 
lower automobile sales in ’58, and 
the theory that reduced sales led 
to lower advertising expenditures 
has some adherents, too. 

* 


Bob Feemster, Wall Street Jour- 
nal, who is also a minor league dia- 
}mond magnate, is organizing a 
| package of ball park display facil- 
‘ities to offer to national advertis- 
| ers. 
| Well, after all, a fence isn’t very 
much different from a wall. 


| Estelle Lee, new advertising 
| manager of the Hat Corp. of Amer- 
jica, is going to develop the wom- 
an’s viewpoint in advertising 
Dobbs and Knox hats. 

First thing is to convince the 
boys the gals don’t like men who 
| go bare-headed. 
| e 
| A successful agency tells of its 
| growth, and adds that it is “blessed 
with fine products and able cli- 
| ents.” 

Able to appreciate good ads 


In recent months the Post Office has tried to simplify and liberalize | when they see them, that is. 


the rules governing the use of inserts in second class publications, | 
| 


but through misunderstanding there have been several instances in | 
which the rules have apparently been violated, resulting in the as- 


sessment of penalties. 


So spelling out what can and cannot be done will be extremely 
helpful to media and advertisers both. Unusual inserts which provide 
glamor and excitement are too important a selling tool to let their |is now the job of the dealer’s serv- 
| use be clouded with any possible doubts about their mailability at ice department. 


second class postage rates. 


What They're Saying . = 


profit objectives, not to sales vol- vancement—we 


What the Client Wants | 

The client has never and does| 
not today require an agency to| 
make basic management decisions. | 
What he does ask is a sound and | 
efficient agency promotion ‘esti 
tion dedicated to his business's | 


in its life. 

It is America’s great new toy. 
Maybe we must first have fun 
with it—and then as more of us 
realize its great power in the field 
of politics, international under- 
standing, social and moral ad- 
will gradually 


/ume alone. He wants special serv-|©°™me to harness it in these areas. 


| ideas, service plans, etc.—all these 


|}expecting too much of it too early 


ices peculiar to his business needs. | 
He wants the capacity for market- 
ing innovation. That is, he expects 
his agency to contribute ideas and 
suggestions, not limited to promo- 
tion or the basic product, which 
may be used to produce sales and 
profit advantage. New distribution 


are in this area. 

As I see it, it is really this thing 
called marketing innovation that is 
the most valuable future agency 
contribution to any business. And, | 
as the Frey report indicates, the 
client is willing to pay for this 
extra value received. 


—C,. Freeman, manager, engineered 
products advertising & marketing 
promotion, Worthington Corp.; at 
N.Y.U. school of commerce dean’s day 
homecoming. 


The Great New Toy 
We must remember that tv is 
still very young. Maybe we are 


Perhaps the greatest step to- 
wards peace will come when we 
get international tv and can make 
a living exchange of our cultures 
on television. 


—John P. Cunningham, president, 
Cunningham & Walsh, in a speech at 
the San Francisco Advertising Club. 


Always Selling 

My looking at an ad or listening 
to the radio, or opening my mail, 
are voluntary actions. I can quick- 
ly turn the page or switch the sta- 
tion or toss away the envelope. 

But when the telephone rings I 
or some member of the family 
must answer it. And often it is a 
considerable time before we are 
aware that the syrupy voice on the 
other end is selling something. 
Then we are forced either to en- 
dure the sales pitch or to be rude 
and hang up in the face of oily 


persistence. . . 
—Sydney J. Harris, in his “Strictly 
Personal” column, Chicago Daily 
‘ews. 


Charles Whittier thinks mass 
production may lose out because 
workers no longer have their old 
|interest in craftsmanship. 
| Making the product work right 


| © 

“The more expensive an auto- 
mobile is,” remarks Clyde Bedell, 
“the less makers seem inclined to 
try to sell it.” 

They’re appealing to the upper 
crust who don’t like to talk about 
vulgar things like getting value for 
money. 

7 


Redbook’s audience of Respon- 
sive Young Adults, the ad says, is 
buying not only electric ranges 
but layettes. 

Their response has been definite. 


Pfizer is out with a new oral an- 
tidiabetic, intended for use by the 
2,000,000 people who have diag- 
nosed cases of diabetes. 

As usual, the big problem is with 
the estimated 1,000,000 whose con- 
dition has not yet been diagnosed. 


| If the theory behind those new 
|cigar-like cigarets is correct, pa- 
| per may be added to the list of 
| tars and nicotine which have been 
/accused of causing health hazards 
to smokers. 

» 


Pro football teams which finish 
up their regular and post-season 
schedules playing in the snow have 
to be rugged, and so do their faith- 
ful followers congealing in the 
stands. 


Copy Cus. 
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The JANUARY 23rd issue of PETROLEUM WEEK 


will provide oilmen everywhere 


witha Wetalled pPraVviaw of both the 


14TH INTERNATIONAL 
PETROLEUM EXPOSITION 


in Tulsa, May 14-23 
and the 


vth WORLD PETROLEUM 
CONGRESS 


in New York, May 30-June 5 


~the biggest events of oil’s LOOth anniversary year - 


THE SPECIAL REPORT WILL 


give oilmen, both in the U. S. and abroad, a preview of what to expect 


OUV 


at these world-wide industry meetings pe -thow promotion Can be 
Bes help them make travel, lodging and other plans conwensently and economically 
Bh. provide the information they need to get the most out of their attendance ali : 

with such features as: Lists of exhibitor companies... v7) ined with thi 


. .. News of new equipment to be shown at both shows. ... Show maps and guides. ... Break- Special Kepout through 


downs of expected attendance by industry segment and job classifications. ... Tourist guides 


with maps and pictures for both New York and Tulsa. ... Entertainment suggestions. .. . A dD VER TISING 


Information on special oil industry sight-seeing tours. :.. Transportation and housing details. 
in the Ganuary 23rd 


Bes TAKE YOUR PRE-SHOW PROMOTION  ocilmen the P nol MW ak 


world over, Petroleum Week’s entire paid circulation, the largest in the oil industry. 


Advertising Closing Date: January 2, 1959 


PETROLEUM WEEK 


Oil’s Most Readable Magazine 


A McGRAW-HILL PUBLICATION, 330 W.42nd ST.,NEW YORK 36,N.Y. 


Providing additional promotion opportunities (concurrent with both these shows) will be 
Petroleum Week’s CENTURY OF PROGRESS Special Report issue celebrating Oil’s Centennial. 
Publication date: May 15th Advertising closing date: April 24th 
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74% of Medics 
Scan All Their 
Mail, Poll Finds 


New York, Dec. 10—Of 1,508 
physicians polled, 50% reported 
they open their own mail, as 
against the remaining 50% who 
let their nurses and secretaries do 
this job. And 50% of the secretaries 
and nurses who open the doctors’ 
mail pass all the mail to the 
doctors. This means nearly 74% 
of the doctors in the survey at 
least look at al] the mail. 

This is what Medical Advertis- 
ing Service reports on the results 
of a mail poll it made to determine 
the doetor’s routine and attitudes 
on direct mail received. The sur- 
vey was made via double US. 
government postal cards, with the 
questions in simulated typewriter 
type. A 47.7% return was received 
on cards sent out. 


# One of the key questions asked 
was: “Of the direct mail you 
receive what percentage do you 
feel is of value to you?” 

Here are the answers: 


e 138 answered under 5% is of 
value. fA, 


e 563 answered 5% to 20%. 

e 297 answered 20% to 40%. 

e 251 answered 40% to 60%. 

e 96 answered 60% to 80%. 

e 73 answered more than 80%. 

e 90 failed to answer the question. 


The: number of critical com- 
ments was 202. Of these, 90 noted 
there is too much mail. A sub- 
stantial segment (57) complained 
that there is too much duplication. 
Others found the mail is simply 
“junk,” too large or ostentatious. 
There were 24 laudatory remarks. 

Those who wish to inspect all 
replies received are invited to see 
them at Medical Advertising Serv- 
ice, 40 E. 49th St., New York. # 


Dairy Assn. Sponsors 
‘Let's Cook Up a Cook-In’ 

The American Dairy Assn., Chi- 
cago, is sponsoring a new storewide 
promotion fer 1959 called “Let’s 
Cook Up a Cook-In.” A ten-page, 
tear-out section will appear in 
Better Homes & Gardens in Feb- 
ruary featuring ADA and the 


JUST LIKE TROY 


to the 

voice and vision 

of NBC in 

South Bend - Elkhart 


call Petry today! 


WNDU-TV ~~. 


BERNIE BARTH & TOM HAMILTON 


brands: Bisquick, Crosse & Black-;manager of D:!e Products Inc., 


well Date & Nut roll, Minute rice,| Columbus, Neb 
Baker’s chocolate, Baker’s coconut,| Swanson & As 
Swift Brown ‘N’ Serve sausages,' an account ex< 
Aunt Jemima pancakes, Vermont trial and scie: 
Maid syrup, Quaker Oats and Dix-/| sion. Wallace 
ie cups. The promotion will also be| publication m 
supported by commercials on “The | Farmer, Tope 
Perry Como Show” (NBC-TV). agency as an 4 
Point of purchase materials and the agricultura 
ad mats will be available. sion, and Jack 
ad manager « 
Three AEs Join Ayres Life Insuranc 


Wallace F. Green, formerly ad 


has joined Ayres, 
iates, Lincoln, as 
ive in the indus- 
ic products divi- 
Inman, formerly 


Nea 
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in the consumer and financial divi- 
sion. 


“Western Trucking’ Sold 
Western Trucking has been sold 
by Wilson-Loveton Publications, 


ger of Capper’s| Los Angeles, to R. N. Hutchinson, 


has joined the 
‘ount executive in 
nd consumer divi- 


N. Wade, formerly 


Security Benefit 


Los Angeles, publisher of Motor 
Transportation. The name Western 
Trucking will be incorporated in 
the restyled masthead of Motor 
Transportation and will be retained 


cember issue. Coverage in 11 west- 
ern states by Motor Transportation 
will increase to more than 30,000, 
Mr. Hutchinson said. Wilson-Love- 
ton will continue to publish Tile 
and Western Druggist. 


Proctor Paint Names Hopin 
Alfred L. Hopin, formerly adver- 
tising and promotion manager of 
Lane Display Corp., New York, has 
been appointed advertising and 


Co., Topeka, has| as a separate section of the latter| merchandising manager of Proctor 


been named an account executive | magazine, beginning with the De-/| Paint & Varnish Co., Yonkers, N.Y. 
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Scheaffer Names Don Ink; 
Lists Nine New Accounts 

Don Ink has been named to the 
new position of associate art direc- 
tor of E. J. Scheaffer & Associates, 


Miami. He formerly was an artist | 


and cartoonist on the Miami News. 

Scheaffer said the expansion was 
tied in with its addition of nine 
new accounts over the past two 
months. They are Michigan Con- 


house; Gale Construction Co., Bir-| the Deb-Mar name. Artemio E.|Communications Commission. The| i 
mingham; Precision Fabricators of | Burbano, founder and head of the call letters stand for “Westport’s | ~ 
Fort Lauderdale; Templet Patent| bureau, has become a member of} Modern Minute Man,” the radio|® 


Stamping Process; Breezeswept 
Park, Fort Lauderdale, developer, 
and Mount Nebo Cemetery, Miami. 


Merger Expands Deb-Mar 


Latin American Relations Bu- 


the Deb-Mar staff, which now) 
numbers 30. Though the bulk of} 
the organization’s work is in Span- 
ish translations, it also handles 
work in a wide range of foreign 
languages. 


| Station said. 


Cy Perkins Named VP 

E. V. (Cy) Perkins, western 
|manager in Chicago of Petroleum| 
Engineer Publishing Co., Dallas,| 


struction Co., Fort Myers; Pine|reau, Detroit, a 20-year-old auto- 
Ridge Estates, Orlando; Ronel| motive ad and promotion trans-| New Station Assigned WMMM | pany. He will continue to represent 
Corp., Opa Locka, manufacturer of! lating agency, has merged with 


has been elected a vp of the com-| i 


A new radio station in Westport, | Petroleum Engineer in Chicago. 


—and they confirm the reports on 
Woman’s Day’s soaring circulation! 


We’re not just printing more. We’re selling more! 
Here’s confirmation! Publisher’s estimated 
sales stack up this way: for October, an increase 
to 3,350,000 copies . . . for November, a wallop- 
ing jump to 3,650,000 copies . . . and for 
December, a projected 3,850,000 copies. 

That’s growth—no two ways about it. And 
it’s only the beginning. The vitality of the 
magazine—plus the new wide-open distribution 
policy—make the sky the limit. 

Since July, more than 2,400 additional super- 
markets—independents and chains—have 
opened their doors to Woman’s Day. And, 
they’re putting it right up on the cash register at 
the check-out counter. The magazines are going 
home with the groceries—in a big, big way. 

Every mail brings orders from new outlets 
that want to sell Woman’s Day. Every mail 
brings letters of praise from new readers dis- 
covering the magazine for the first time—and 
old readers rediscovering it in new locations. 

All this extra circulation is “‘on the house”’ to 
advertisers for the time being. Advertisers can 
use the present rate card based on 3,000,000, 
through the April, 1959 issue. Act now—and 
you can get this bonus circulation free. In May, 


October: 3,350,000 
November: 3,650,000 
December: 3,850,000 


(Publisher’s estimated sales) 


a new rate card goes into effect based on 
3,600,000, and our soaring circulation assures 
a continued bonus. 

It’s the same high-quality circulation that 
Woman’s Day has always delivered. 100% single- 
copy sales—the best there is (each and every 
copy bought because she wants to read it). They 
still have to go out to get Woman’s Day. And 
now they’re going out to get it in many more 
stores in every Metropolitan Market in the 
North, South, East and West—in 48 states. 

Woman’s Day is moving fast. You can, too! 


Woman’s Day 


orsse, wouan's oar. inc. A FAWCETT PUBLICATION 


test heeewe 


| 


Bite 


RICHARD H. BURGESS, formerly vp in 
charge of domestic sales and bot- 
tler activities of Pepsi-Cola Co., 
has joined Nehi Corp., Columbus, 
Ga., as vp in charge of marketing. 


Discontinues ‘Family Weekly’ 

The News, Florence, S.C., has 
announced it will not distribute 
Family Weekly after its issue of 
Sunday, Dec. 28. 


pi nMABe 


ADVERTISERS" 


oi THE 
QUALITY OF 

FILMOTYPE 
holo 


*Certainly agencies and studios, too, as grow- 
ing sales records prove. 


Filmotype is “the” means to a desirable 

end. profitable business-building! 

It's remarkably easy to produce highest 

quality repro proofs right from the 

Filmotype machine. Actually invites your 

layout department to be as creative and 

eye-catching as desired. Whatever the 

Situation, Filmotype quickly sup: ~ the 
pography and lettering called 

Ouality and readership go up . ao 

costs go down! See what we mean owe 

have a Filmotype demonstration in 

your own office . . . it’s an education. 


@ Unlimited type selection! The right alphabet 
available for any approach. 

®@ Easy (and fun) to operate... any 
becomes an expert ofter brief narestion, 

© Low cost "Pays-for-itself” plan makes 
Filmotype easy to own. 


USE THIS. COUPON Seeing the Filmotype 
Operate deserves priority consideration if it's 
quality and economy you're after. 


FILMOTYPE 7500 McCormick Bivd., ! 
| Soatet Skokie, lil, 1 
> Hove the Sinetype representative make i 
CJ @n appointment in my own office for o 
demonstration. 
Send me further information about the | 
Of Filmotype Photo Lettering Machine. 
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Ted Baies Names Four -< 
1S ey r RATO Ted Bates & Co., New York, has Push Wine Uses, 


ERN DIV. 
past |appointed Kerry F. Sheeran, for-| 


NEW YORK SPRINGFIELD, Moss 'merly with North Advertising, to 
a. Soe |work on the Whitehall Labora- Not Just Brands, 
PITTSBURGH BUFFALO tories account. Bates also has 
BALTIMORE SYRACUSE named William J. Lyons, pre- 
PHILADELPHIA = BINGHAMTON, N.Y. | viously vp in charge of tv-radio Wi G T Id 
HOTEL RESERVATIONS 4@ rowoenct ‘Openly W3" | at Dowd, Redfield & Jonnetone «| “Le ULOUP 10 


ATLANTIC Cll MOBILE, Alo. 


| tv-radio supervisor. Eleanor Cor- | 
|rigan, formerly with Benton &| 
|Bowles and its subsidiary, Gen-| 
eral Public Relations, has joined 


Coast to Coast in the U.S.A. and in Canada Ds 


PALM SPRINGS, CAL., Dec. 9—In- 
stead of “clubbing each other with 
brand advertising,” wine producers 
ought to follow the example of 


| OWESTERN Div. 


CHICAGO AUSTIN 
DETROIT AKRON 


Call any of these numbers: 


CINCINNATI! INDIANAPOUS the Bates press department, and 
NEW YORK—CHickering 4-0700 LOS ANGELES—DUnkirk 2-7171 ST. LOUIS FRENCH LICK, Ind. +4. toothpaste makers and expand 
OMAHA RAPID CITY. &. D. |Jack T. Denney, formerly with thei nik ee noaiiied thei 
LOUISVILLE SIOUX CITY, lowe Atherton & Currier and Grant Ad- | ‘®eir market by broa go A eir 
DALLAS SIOUX FALLS, S. D. vertising, has joined Bates as a|@Si¢ product appeal, a marketing 


|professor told Wine Institute di- 
rectors here last week. 

| Dr. William R. Davidson of Ohio 
Grant Joins KGA Inc. | State University, currently a visit- 
| Thomas Grant, formerly with|ing professor of marketing at 
Upressit Metal Cap Corp., has|Stanford University, said wine 
| joined KGA Inc., New York sales| producers should emphasize more 
| promotion division of Delehanty,|intensely the uses of wine as a 
|Kurnit & Geller Advertising, as| beverage and a cooking ingredient. 
|v in charge of new business de- 


(Opens early 1959) CEDAR RAPIDS, lowa 
PACIFIC Div. 


copywriter. 

4-second electronic RESERVATRON or Direct-Line Teletype 

in these and other principal cities give you fast free room reserva- 
tions in 38 cities, coast to coast in the U.S.A. and in Canada. 


SAN FRANCISCO PORTLAND, Oregon 
LOS ANGELES (Opens fall 1959) 
PASADENA 


i ) 
| 
i 
1 CHICAGO —WHitehall 4-4100 SAN FRANCISCO—EXbrook 2-8600 4 
1 =: DETROIT—WOodward 1-8000 PHILADELPHIA—LOcust 8-3300 1 
! ! 
1 r 
\ i 
\ i 
1 


CANADIAN Div. 


We're glad to see you! 


SHERATON HOTELS 


NIAGARA FALLS, Ont 
HAMILTON, Ont. 


MONTREAL 
TORONTO 


velopment. = “At one time in our not too 

remote history,” the professor 

Peon noted, “most people did not brush 
‘- a their teeth regularly. Toothpaste 


manufacturers had a choice: to 
devote their efforts toward induc- 

a ing a small number of people to 
buy a particular brand or to ex- 
pand their market by emphasis on 
primary appeals.” 

The latter course has_ been 
followed so effectively, he said, 
that daily tooth brushing is nearly 
/a national habit. Having expanded 
‘their market, he said, toothpaste 

| manufacturers can now emphasize 
brand appeals. 


s “Such a program [for wine pro- 
'ducers}] need not be any obstruc- 
tion to individuality in company 
advertising,” the professor said. 
“On the contrary, it is a great op- 
portunity for each to outdo all 
the others, to his own benefit, 
because meaningful consumer-ori- 
ented selling appeals would be \ 
identified with a specific product 
that the consumer can go out and 
buy. At the same time, if all im- 
portant advertisers would move 
more in this direction, the total 
market would inevitably be ex- 
panded.” + 


SCRIPPS-HOWARD’S 
12th ANNUAL 


Gowdy Heads New Programs 


A development program involv- 
sa ing sales training programs, new 
|research projects and institutional 


advertising will be undertaken by 
|Maclean-Hunter Publishing Co., 
Toronto, under the direction of 


Ss s ee 
] | Douglas M. Gowdy, advertising di- 
rector. Mr. Gowdy has relinquished 
* | the post of director of the maga- 


|zine division of Maclean-Hunter, 
| which he had held in addition to 


Va 6 oa 


|/being ad manager (AA, Dec. 8); 
|C. J. Laurin, formerly manager of 
67 GROCERY PRODUCT 13 CITIES SURVEYED | Chatelaine, has taken over direc- S 
CLASSIFICATIONS The field work was done by 13 Scripps-Howard tion of the division. ? 
Sixty-seven classifications and sub-classifications newspapers from coast to coast. Here are the Ss S M K 
of products normally sold in grocery stores are cities represented: Albuquerque, Cincinnati, taley seh ve ~ ee ‘ 
included in this survey report. It shows the per- Cleveland, El Paso, Evansville, Fort Worth, an ie Caley ROE. Ge, Roconut, 3 
rage Ill., has appointed Kane Advertis- is 
cent of distribution, brand by brand and market Houston, Indianapolis, Knoxville, Memphis, New ing, Bloomington, IIl., to handle oe 
by market of thousands of brands. York, Pittsburgh and San Francisco. advertising for its formula feeds ; 
division, which includes farm 
feeds, dog and small animal feeds, 
soybean oil and soybean meal. 
j isi or 1 
STRONG AND WEAK MARKET REPORTS AVAILABLE UPON nay eg oe ite he ge ae 
SITUATIONS REVEALED REQUEST ey, Ruthrauff & Ryan continues to 
Even some of the nation’s most widely recog- Any Scripps-Howard newspaper or advertising handle Staley’s consumer and in- 
nized brand names have some weak spots in office will supply you with a copy of this 12th dustrial divisions. 
their patterns of distribution. This survey shows Annual Grocery Product Distribution Survey ; 
where they are. Report. Write or phone today. ; 
7 | PastePaper “is 
SCRIPPS-HOWARD NEWSPAPERS ic 
| Me — curls — shrinks. Excess 
Arey rn tubs off clean. i 
NEW YORK. World-Telegrom&TheSun COLUMBUS ....... Citizen » Rocky Mountain News EVANSVILLE... : . . . . Press tou SEMENy FOR THE GRAPHIC ARTS A MUST 
CLEVELAND... ..... Press CINCINNATI. . . Post & Times-Stor os . + Post-Herald WOUSTON......... Press No ” A Poa d aS 
PITTSBURGH... ..... Press KENTUCKY . . . Kentucky edition, “= MEMPHIS... .. Press-Scimitar FORT WORTH. ...... Press shyrcne Patogeaghic Sealers overy- 
SAN FRANCISCO. ..... News Cincinnati Post & Times-Star = « Commercial Appeo! ALBUQUERQUE ..... Tribune tc where. . 
INDIANAPOUS. .... . . Times KNOXVILLE... . News-Sentine) (| (Me WASHINGTON... .. . . ne. Wee es x ’ wn NMENTOR Md 
General Advertising Department, 230 Park Avenue, New York City > » (Ghicago San Francisco Detroit Cincinnati Philadelphia Dallas 
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outdoor 
says everything 
Vicks has 

to sell! 


) Cough Drops never 
_ tasted so good! 


5 


ICKS 
Vitamin C 
CouGu Drops aes 


resistance with Vitamin C 


ae : { Outdoor Advertisin 


Poster designed by Morse International Inc. 


OUTDOOR SELLS f 7 Mr. Richard G. Secrist 


PRODUCT IN USE 
~ Advertising Manager 
rte ny WF Vick Products Division 

. | Vick Chemical Company, says: 


OUTDOOR SELLS = : P - 
PACKAGE IDENTIFICATION “Outdoor Advertising will spark a national campaign to introduce the 


OUTDOOR SELLS new Lemon Flavored Vicks Vitamin C Cough Drop. Our choice of 
TASTE APPEAL Outdoor for this promotion is based on its ability to build brand and 
OUTDOOR SELLS package identification, its nearness to the point of purchase and the 
NEW FEATURE sales results from our successful campaign in the fall of 1957.” 


8 out of 10 people remember OUTDOOR Advertising! * 


Standardized Outdoor Advertising, 24 and 30-sheet Posters<and Painted Bulletins. oO A a 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising. 
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s 
Compare Your Cost per Thousand 0.E.M. Subscribers! : 
| | Getting Personal 
You P, You pay You pay You pay Magazine “B” is currently circulating a chart com- 
#19 ted $22.70 $33.79 = paring its circulation in the O.E.M. market with mag- 
nesnend thousand azines “C” and “D’’, completely forgetting magazine Thomas C. Dillon, director of marketing, research and media for 


“A''— Proceedings of the IRE. With Proceedings you BBDO, is probably the only agency man who can claim credit for 

ly $19.11 th df iginal : t having been a successful gripman on a San Francisco cable car. Dur- 

pay only $19.11 per thousand for original equipmen ing World War II, he worked 

manufacturers—a fact not to be ignored by today’s nights on the cable cars as his 

f contribution to the war ef- 

economy minded media men. Remember, your dol fort: dusting the day he wes 
iars go further, your sales message works harder 

when it is in Proceedings of the IRE! 


creative supervisor in BBDO’s 
THE INSTITUTE OF RADIO ENGINEERS 


Thousand 


San Francisco office... Ex- 
Mountie C. P. Constantine, 
senior vp of Botsford, Con- 
stantine & Gardner, Seattle, 
tells of his escapades in the 


. f the IRE ice 
31344 Proceedings of the ogee Ie 
O£.M. Mountie,” just published by 


Adv. Dept. 72 W. 45th St., New York 36, N.Y. 
MUrray Hill 2-6606 


Chicago + Minneapolis + Boston 
Los Angeles « San Francisco 


Exposition Press...Reach, 
McClinton & Co. has made a 
survey and reports its New 
York staff regularly roars to 
work in two Austin Healeys, 
three MGs, one Jaguar and 
two Rolls-Royces. The auto- 
philes: researcher Ray Hul- 
bert and art director Marce 
Mayhew, Austin-Healeys; re- 
CAKE CUTTER—At a staff celebration searcher Barbara Marsak, 
of the 10th anniversary of Blair- MGA; vp and account exec 
TV, John Blair, president, cuts the Tom Crolius, MG-TD; assist- 
anniversary cake. In honor of the ant art director George Pouri- 
occasion, the staff presented Mr. 488, MG-TC; copy supervisor 
Blair with a color tv set. Herman Raucher, Jaguar. As 

for the Rolls-Royces (a 1934 

P2 and a 1938 25/30), the 

reverent driver of both is researcher Herb Stone, who loyally allows 
they will (silently) outperform and outlast anything on the road. 
The Rolls’ actual owner is Herb’s sister, Shirley Godley, formerly of 
Bryan Houston, DuMont and ABC, who arrived back in town 
Thanksgiving weekend from a six months’ trek around the world... 


Art notes from all over: At the third annual fine arts competition 
for graphic artists, sponsored by Techni-Craft Printing Corp., New 
York, the three top winners were Philip J. Gibson, art director at 
the Port of New York Authority; Robert Blanchard of the Ballantine 
Book Co.; and John T. West, art director at Fuller & Smith & Ross 
... Winners in the ninth annual show of the Art Directors Club of 
Chicago were George Jorgensen, Geoffrey Wade Advertising; Don 
Digman, Leo Burnett Co.; George Lyman and Helmuth Bayer, both ) 
of Roche, Rickerd & Cleary; John Breunig, Foote, Cone & Belding; 
and Fred Boulton, J. Walter Thompson Co... On view in the gallery 
of J. Walter Thompson Co.’s Detroit office are ten water colors by 
Ross VanDusen, art director—the product of six days in New Eng- 
land... Henry R. Luce, head of Time and Life and 1920 Yale alum, 
has presented his Van Gogh painting, “Corner in the Park,” to Yale’s 
art gallery in New Haven... 


H. Victor Grohmann, head of Needham & Grohmann, New York, 
received a special commendation at the Hotel Sales Management 
Assn. convention in Montreal, in recognition of his 20 years of 
teaching advertising in Cornell University’s school of hotel admin- 
istration. A few days later Mr. and Mrs. Grohmann enplaned for 
Berlin to attend the epening of the new Hilton Hotel (client) and to 
| visit their son Victor, a private in the 3rd armored division near 
Frankfurt... 


Married over the Thanksgiving weekend: Mary Cone, daughter 
of Fairfax Cone, head of Foote, Cone & Belding, and Richard O’Riley 
. . . Barrington Boardman, media assistant at Dancer-Fitzgerald- 
Sample, New York, and Mrs. Ethel Nes Adamson of Baltimore .. . 
Larry Nunn, vp of T.A.P., merchandising division of Crusader Rab- 
bit, and Joyce Anders, secretary to the vp of Regis Films, distribu- 
tor of Crusader Rabbit . . . Bill Allbaugh, Detroit representative 
of Better Homes & Gardens, reports a successful sales pitch to Susan 
Horne, secretary to Rod Holbrook, media director of Y&R’s Detroit 
office. They were wed Nov. 5 and are honeymooning in Nassau. . . 

A daughter, Margaret Dailie, was born Nov. 24 to Scottson Webbe, 
a sales manager with Ladies’ Home Journal, and wife Margery. 
The Webbes also have two sons, age 14 and 15. . . Justine Nagle 
is back selling space for Temas magazine after the birth of her 
daughter, Justine Jr., Aug. 18... 


Department of Citations and Good Deeds: William A. Rockett, 


A very neat 
package...the 
lady who manages 


Portland-at-home, account exec at Charles F. Hutchinson Inc., Boston, has been award- 
and KOIN-TVY, her ed the “JACOB” award presented annually by the Junior Advertis- 
favorite station. ing Club to the Boston adman who has contributed most to the ad 
KOIN-TV's business, community and promotion of careers among junior ad 
sensational execs ... Sam J. Slate, general manager of WCBS-Radio, has been 
rating and cited by the Boy Scouts of America for his work on the radio cam- 
coverage paign “popularizing the role of the Den Mother and increasing the 
figures in cub scout membership” . . . William J. Kaland, national program 
Portiand and manager of Westinghouse Broadcasting Co., has a citation from the 
32 surrounding American Medical Women’s Assn. for a series of radio programs, 
Oregon and “Growing Pains” . .. George P. Johansen, president of the Adver- 
Washington tising Distributors of America and co-owner of Nordstjernan, has 
counties wrap- been made a commander of the Royal Order of Vasa by King Gustav 
up your market- Adolf VI of Sweden... Dr. Milton Jacobs, a senior partner in Re- 
coverage needs search & Evaluation, New York, has received the annual award in 
with as fetching marketing from the American Marketing Assn., Washington chap- 
a ribbon as you ter ... Mervin Levine, president, Mervin & Jesse Levine Inc., New 
ever saw. York, will be cited for distinguished service at a Joint Defense 
Questions? Just Appeal testimonial breakfast Dec. 14. . . 
try to stump the Togetherness note: Two ex-McCallites, Estelle Lane Brent, fashion 
erudite chaps editor, and William B. Carr, ad director, who were among the 14 
from CBS-TV resigning from the magazine in mid-November, were married Dec. 


Spot Sales, 8 in New York. They’re honeymooning in the Florida sun. .. 
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POPULAR SCIENCE 
WELCOMES 
HEARST CORPORATION 
TO A VITAL 
MEN’S MAGAZINE 


By, its recent acquisition of Popular Mechanics, 
the Hearst Corporation has reaffirmed the impor- 
tance of publications with specific appeal to special 
interest audiences. 


POPULAR SCIENCE MONTHLY is sincerely 
gratified that Hearst—a most progressive publish- 
ing house—thus places additional emphasis on the 
vital markets created by the reading and buying 
habits of “specialized” magazine audiences. 


POPULAR SCIENCE is proud of its own long 
record of service in this field—since 1872. Under 
a policy of editorial timeliness and -editoria! 
vitality, POPULAR SCIENCE is edited for an 
audience of mature consumers. Their active 
curiosity about developments in new products 
and services for the home and business makes 
them high-probability buying prospects. 


In the interests of specialized media, POPULAR 
SCIENCE recently commissioned Sindlinger & 
Company to measure the advertising effective- 


MARKET 


ness of specialized and general mass magazines. 
The result—“‘A Definitive Audience Study of 
General & Specialized Magazines’ —demon- 
strates comparative values among the audiences 
of Life, The Saturday Evening Post, Reader’s 
Digest, Popular Mechanics, Better Homes & 
Gardens and Popular Science. 


This Sindlinger study —based on almost 150,000 
telephone and personal interviews—helps agen- 
cies and advertisers better evaluate certain 
“hidden differences’’ between magazine audi- 
ences. For while all magazines put the adver- 
tiser in direct touch with readers’ minds, spe- 


POPULAR 
SCIENCE 


AMERICA’S FIRST-TO-TRY | 
FIRST-TO-BUY AUDIENCE 


cialized magazines alone offer the most direct 
route to the attentive reading and buying in- 
terests of a vast number of the nation’s con- 
sumers. And of paramount significance, this 
data clearly reveals the tremendous influence of 
specialized magazines — in the transfer from 
editorial to advertising pages — on potential 
product purchasers. 


In this age of specialized consumers, Popular 
Mechanics, too, has accumulated its full share 
of loyal readers—whose weight and influence is 
also felt in America’s market places. The Hearst 
Corporation’s long background of able manage- 
ment in the publication field assures that Popu- 
lar Mechanics will continue to prosper in the 
years ahead. 


POPULAR SCIENCE, in behalf of all other 
leading exponents of the special interest pub- 
lishing philosophy, sincerely offers congratu- 
lations—and welcome! 


Now located at: 355 Lexington Avenue, New York 17,N.Y. Telephone: Murray Hill 7-3000 
Call or write today for your copy of “A Definitive Audience Study of General & Specialized Magazines” 
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First In 
: Circulation 
— Growth For The 
_ Past Ten Years! 


Circulation Gains—News and Management Weeklies, 1948—1958 


up 670,805 
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In the past ten years the 
four news and management 
weeklies have gained more 
than 1,904,000 circulation. 
Of this total gain, 35.2%, 
or more than 670,000, was 
scored by one magazine— 
“U.S.News & World Report.” 
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up 140,443 


eae. 


ri F 
‘ Fr Source: Based on analysis of Publishers’ Statements to the Audit Bureau of Circulations, first six months of 1948 and 1958 4 
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FIRST IN NEWSSTAND GAINS 


among the news magazines 


Although representing only about 12% of total 
sales, the newsstand sale of “U.S.News & 
Wortp Reporr” is another example of the 
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FIRST 
SIX MONTHS 1957 


FIRST 
SIX MONTHS 1958 


reader demand for this news magazine. 
“U.S.News & WorxLp Reporr’”’ scored the 


TV GUIDE 


TV GUIDE 


biggest newsstand gain in the field for the first 


S.E.P. 


six months of 1958 over the same 1957 period 
and moves up into second place among the 


LIFE 


LIFE 


news magazines—from eighth to sixth posi- 


JET 
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ae 


tion among all major weeklies. 


TIME 


“U.S.News & Worip REepor?” has achieved 
this gain although it is distributed at only 


a et iS 
PAE eres 


NEWSWEEK USN&WR 


30% of the nation’s newsstands—just those 
outlets in downtown business districts, in the 
transportation terminals and in the better resi- 
dential areas which cater to a “leadership” 
clientele. 


NEW YORKER NEWSWEEK 
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NEW YORKER 


SPORTS iLLUS. 


Source: “SM Box Score of Magazine Sales in Retail Outlets,” based on 
analysis of Publishers’ Statements to the Audit Buyeau of Circulations 
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The shift in the reading preferences of important people 
to “U.S.News & World Report’ continues to grow. 


The percentage of ‘‘U.S.NEws & Wor.Lp REPoRT’”’ sub- 
scribers who report that they formerly read one of the 
other news magazines but no longer do is even higher 
today than it was five years ago. 

Some 315,000 (31.5%) of the present subscribers to 
“U.S.NEws & WorLD REpPoRT”’ were former subscribers 
to News Magazine “‘B.”’ Just five years ago, the figure 
was only 159,000, or 25.5%. Some 251,000 (25.1%) of 
our subscribers were former subscribers to News Maga- 
zine ““C.” Just five years ago, the figure was 126,000, 
or 20.2%. 


VOLUNTARY READER DEMAND 

All this circulation growth has been achieved through 
only the most voluntary sales methods. There are no 
pressure methods, no combination offers, no premiums, 
no door-to-door sales crews. (“U.S.NEws & WorLD 


THE 
L.S.News COMPLETE 


NEWS MAGALINE 


ReEpor?T”’ will not accept knowingly any subscription 
sold by any door-to-door salesman.) Practically all sub- 
scriptions are “‘ordered by mail’’—solicited solely by 
advertising in print, the same medium used by adver- 
tisers. In other words, people buy ““U.S.NEws & WorLD 
REpor?T’”’ because they want it. This is reader interest at 
its highest—assuring visibility and readership for the 
advertising pages as well. 


HIGH MANAGERIAL CONCENTRATION— 
HIGH FAMILY INCOMES 

Nine out of ten subscribers hold responsible positions 
in business, industry, finance, government, and the pro- 
fessions. Reflecting these important positions, ‘“‘U.S.NEws 
& WorLpD REpor?T’’ family incomes average $15,009— 
highest of any news magazine, highest of any magazine 
with more than 1,000,000 circulation. 


LOWEST COST 

Advertisers can buy coverage of ““U.S.NEws & WorLD 
ReEport’s”’ quality million at $4.97 per page per thousand 
—the lowest per-thousand cost of any news magazine or 
any management magazine. 


U.S.News & World Report 
America’s Class News Magazine 


For detailed information on how ‘‘U.S.NEws & WorLD REPORT’ covers 
your best customers and prospects at lowest per thousand costs, contact 
your advertising agency, or our advertising offices at 45 Rockefeller 
Plaza, New York 20, N. Y. Other advertising offices in Boston, Phila- 
delphia, Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los 
Angeles, Washington and London. 
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‘Mill & Factory’ Survey Shows 
Better Business Expected | 

What are business prospects for 
1959? A survey just completed by | 
Mill & Factory, a Conover-Mast | 


+ ° 
a 
EXTRA CARE... : publication, shows that 75% of 
. 
* 


its readers questioned believe busi- | 
ness in 59 will be better than in| 
58, and 62% believe prices will be | 


, | higher. 
For the kind that | More workers will pe needed) 


| 
pays off big 


|/next year, according to 54% of the) 

companies replying, and 69% are) 
of the opinion that labor relations| 
will be relatively smooth. While | 
|40% of the companies answering | 
|plan no expansion in '59, 38% say 
| they intend to buy new equipment 
|for their plants. 


in quality... 


USE THE SERVICES OF 


| 
CENTURY Bi cosmopotia: sass 0s 


| John A. Scott and James T. 

ELECTROTYPE CQMPANY, INC. Walker have joined the New York 

Electrotypes « Plastic Plates « R.O.P. Mats ‘sales staff of Cosmopolitan. Mr. 

160 East Illinois Street, Chicago 11 « DElaware 7-1541 Scott was formerly on the maga- 

zine’s editorial staff. Mr. Walker 

was formerly with Chain Store 
| Age. 


This is America’s 
14th LARGEST radio market 


This is “lowa Plus” — 
WHO's NCS No. 2 Daytime 
Radio Area (10% or more 
weekly circulation— 449,760 
HOMES REACHED WEEKLY) 


Only thirteen areas in the U. S. give you a 
bigger one-station market than WHO's 
“Iowa Plus”! 


State). Yet Iowa’s radio listeners give WHO 
a 22.6% share of all listening quarter-hours; 
daytime (and 28.4%, nighttime) — more 
than given the next FOUR stations com= 
bined, either day or night! 


And it’s a GOOD market. Its farmers 
own more than 25% of all the Grade A 
agricultural land in America — average 
$11,500 of income per year. Yet non-farm 
income is TWO times larger than agri- 
cultural income in Iowa! 


The cost of covering this great audience 
with WHO Radio (one 1-minute spot, Class 
A time) is $65. The same time on the next 
four stations costs $84, or 30% more, for 
less audience. 


Let PGW tell you the whole story of WHO. 


WHO's coverage area contains 61 other 
Iowa radio stations (and many outside the 


WHO Radio is part of Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines; WOC-TV, Davenport 


Affiliate 


for lowa PLUS! 
Peters, Griffin, Woodward, Inc., a oe 
National Representatives 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Robert H. Harter, Sales Manager 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

Jan. 16-17, 1959. Mutual Advertising 
Agency Network, first quarterly business 
and workshop meeting, Plaza Hotel, New 
York. 

Jan. 19-21, 1959. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

Jan. 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San Jose, 
Cal. 

Jan. 27, 1959. Magazine Publishers Assn., 
midwest regional convention, Sheraton 
Hotel, Chicago. 

*Jan. 29, 1959. Assn. of National Ad- 
vertisers, Cooperative Advertising Work- 
shop, Hotel Pierre, New York. 

Feb. 15-17, 1959. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

*Feb. 26-28, 1959. Illinois Daily News- 
paper Markets, local and national adver- 
tising managers workshop clinics, Leland 
Hotel, Springfield, Ill. 

*March 2-3, 1959. New England News- 
paper Advertising Executives Assn., win- 
ter meeting, Parker House, Boston. 

*March 5-6, 1959. Assn. of National Ad- 
vertisers, Advertising to Business and 
Industry, Hotel Webster Hall, Pittsburgh. 

March 5-6, 1959. Magazine Publishers 
Assn., Public Affairs Council, Sheraton 
Park Hotel, Washington, D.C. 

March 24-26, 1959. Point-of-Purchase 
Advertising Institute, 13th annual exhib- 
it, Palmer House, Chicago. 

April 5-8, 1959. Sales promotion division, 
National Retail Merchants Assn., Eden 
Roc Hotel, Miami Beach. 

April 7, 1959. Premium Assn. of Ameri- 
ca, 26th national conference, Navy Pier, 
Chicago. 

*April 12-14, 1959. Assn. of National 
Advertisers, annual West Coast meeting, 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

April 12-16, 1959. National Business Pub- 
lications, annual spring meeting, Jokake 
and Paradise Inns, Phoenix, Ariz. 

April 20-23, 1959. Bureau of Advertising, 
American Newspaper Publishers Assn., 
Waldorf-Astoria, New York. 

April 29-30, 1959. International Adver- 
tising Assn., annual convention, Hotel 
Roosevelt, New York. 

April 30-May 3, 1959. Advertising Fed- 
eration of America, Fourth District, Tides 
Hotel and Bath Club, St. Petersburg, Fla. 

*May 17-20, 1959. National Newspaper 
Promotion Assn., national convention, 
Hotel Deauville, Miami Beach. 

*May 20-22, 1959. Assn. of National Ad- 
vertisers, spring meeting, Edgewater 
Beach Hotel, Chicago. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

June 7-10, 1959. Advertising Federation 
of America, annual convention, Hotel 
Leamington, Minneapolis. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 14-17, 1959. Newspaper Advertising 
Executives Assn., summer meeting, Ocean 
Forest Hotel, Myrtle Beach, S.C. 

June 14-17, 1959. National Industrial Ad- 
vertisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San 
Francisco. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 

Oct. 25-28, 1959. National Newspaper 
Promotion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 


Mager Appointed by WABC 

Thomas A. Mager, former A&P 
buyer, has been named merchan- 
dising manager of WABC, New 
York, replacing Jack Dunn, who 
resigned. 


Gateway to 
the MOON | 
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100,00 
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Up to our eyes in TV 


Although hurried and hard-working creative people 
at McCann-Erickson might not admit it, it might 
be said that — from the point of view of working 
facilities_they ve got it made. 

Touring the studio set-up on the 18th floor, a 
client said that it equalled the television station in 
his own big town. There are 4 studios, as acousti- 
cally perfect as they can be, accommodating in all 
142 people. The projection room is designed so that 
2 men can operate the 4 studios simultaneously. 

Closed circuit television (with live camera and 


film chains) is piped now to 36 television sets 
throughout 485 Lex.; and can be piped to almost 
any Office here with a minimum of work. 

The studio uses 4 channels — 6, 8, 10, and 12 — 
which approximates 4 TV stations going full blast. 
The live camera gets heavy use for product shots 
when it’s not being used for auditions. Facilities 
include a public address system and direct lines to 
major networks. 

Object: to create the perfect working atmosphere so 
that good people can do their best for our clients. 


ADVERTISEMENT 
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Nat'l Repr. 
THE ALLEN-KLA 


ILLINOIS 


ONE OF THE ~~ 


FIRST 100 MARKETS 


with 56 % population on fifie illinois side 


Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities 


without Duplication — Full 


eee 


Advertising Age, December 15, 1958 


|Keystone Adds 13 Affiliates 

Keystone Broadcasting System 
has added 13 affiliates, bringing 
the total to 1,048. The new stations 
are WIRB, Enterprise, Ala.; WJAM, 
Marion, Ala.; KWYN, Wynne, 
Ark.; WDMF, Buford, Ga.; WBMK, 
West Point, Ga.; KYTE, Pocatello, 
|\Ida.; WSTL, Eminence, Ky.; 
WMTL, Leitchfield, Ky.; WABW, 
Annapolis, Md.; WICO, Salisbury, 
Md.; KASA, Elk City, Okla.; 
KOBH, Hot Springs, S. D., and 
WPVA, Petersburg, Va. 


‘Journal’ Changes Size 

The size of the Journal of the 
American Oil Chemists’ Society 
will be changed from 8% x 11%” 
to 8% x 11%” beginning with the 
January issue. 


Rowden Named Pulitzer VP 

| Fred F. Rowden, advertising 
| manager of the St. Louis Post-Dis- 
patch, has been elected 2nd vp of 
Pulitzer Publishing Co., publisher 
lof the newspaper. 


DINNER DATE Wie 
THEATRE 


Monday through Friday 


5:30 pm to 6:27 pm [7% 


WBEN-TV 


Buffalo 


TWO FUN SHOWS FOR 


ATTRACTING A FAMILY AUDIENCE 


Here’s a BEST BUY for spot buyers looking for good family coverage 
in the big, rich Western New York Market. 57 minutes of comedy pro- 
gramming that attracts young and old, on the only TV station in the 
area that delivers a 17 county-plus audience in Western New York and 
Northeastern Pennsylvania— and a bonus audience in the Canadian- 
Niagara Peninsula. These LIFE OF RILEY and BURNS AND ALLEN 


re-runs provide the perfect background for profitable promotion. 


If your product is for Mom, Dad, Sister and Brother...and Aunt 
and Uncle, too, then check today with Harrington, Righter and Parsons, 
our national representatives. They’ll arrange a spot for you on Dinner 


Date Theatre. 


YOUR TY DOLLARS COUNT FOR MORE ON CH. 


WBEN-TVW.es 1. sunaic 


THE BUFFALO EVENING NEWS STATION 


Cuban Agencies 
Cautious During 
Political Unrest 


Havana, Dec. 9—As 1958 nears 
its end and local advertising agen- 
cies complete their plans for 1959, 
caution and flexibility, coupled 
with optimism, are the words 
which characterize the current ad- 
vertising situation in Cuba. 

The outlook ranges from “good” 
to “excellent” in spite of the pro- 
longed political crisis and civil 
strife which is keeping many an 
advertiser on pins and needles. 

As one ad executive aptly put 
it: “The country is virtually di- 
vided in half. The physical aspect 
of the crisis is apparent in the 
eastern half, from Las Villas prov- 
ince east to the easternmost tip 
of Oriente province. However, 
from Las Villas province to the 
west, passing through Havana, 
there is only a psychological aspect 
or factor involved.” 


= Thus, many agencies have cli- 
ents working on a six-month bas- 
is and even on a quarterly basis. 
No advertiser is known to have 
decreased his budget; in fact, 
many have increased it—but with 
the foresight and precaution of 
keeping their commitments flex- 
ible. 

Bernard Jennings, president of 
Publicidad Jennings, S.A., ex- 
pressed his belief that there will 
be a general over-all increase in 
ad volume in Cuba next year, 
“but it’s dependent upon the po- 
litical stability of the country.” 

Raul Barrios, president of Mc- 
Cann-Erickson de Cuba, S.A., ap- 
pears frankly optimistic. “We feel 
that with well-planned ad cam- 
paigns we can obtain best results 
for our clients during the coming 
year, and we firmly believe, today 
more than ever, that coordinated 
action between the agency and 
client in all aspects of marketing 
will help us to counteract, totally 
or partially, any situation which 
may arise in our national market.” 

McCann-Erickson de Cuba is 
now handling more than $2,500,- 
000 in billings annually. One of 
its important new clients for 1959 
is National Airlines. + 


Standard Oil Names Two 

C. H. Coughlin, Milwaukee, 
northern sales region manager of 
Standard Oil Co. (Indiana), will 
become general manager of sales 
of American Oil Co., an affiliate, 
in New York effective Jan. 1. Mr. 
Coughlin will succeed James N. 
Carney, who will retire. Guy D. 
Carroll, sales promotion manager 
of Standard Oil’s general office in 
Chicago, will replace Mr. Coughlin 
as manager of the northern sales 
region. 


F&S&R Forms Industrial Unit 

Fuller & Smith & Ross, Cleve- 
land, has set up a new industrial 
division to handle its non-con- 
sumer accounts. John R. Mitchel- 
tree, an agency vp, heads the di- 
vision. 


Newquist to Olmsted & Foley 
Roy A. Newquist, formerly copy 
supervisor of Knox Reeves Adver- 
tising, has joined Olmsted & Foley, 
Minneapolis, as creative director. 


say it Right 
WARWICK TYPOGRAPHERS 


920 WASHINGTON * ST. LOUIS 1, MO. 
Serving Clients in 43 Stetes 
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...for 29 years 
the essential 
selling force 

in its industry 
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/ 
electronics confirmed as among ~ANBUS AL PUBLICATIO 
/ 


Nearly 1,060 pages more advertising than the next electronics magazine 


/ What does it mean to the advertiser that electronics is one of America’s greatest 
/ industrial publications in terms of advertising sold (2,468 pages during the first six 
P months, 1958}? 
/ What does it mean to the advertiser that 26 full-time electronics editors contributed 
/ the equivalent of nine 300-page text books during 1957, and 1709.85 pages during 
/ the first six months of 1958 (a 30 percent increase over the same 1957 period)? 
/ " What does it mean to the advertiser that electronics readers currently average 6 
/ hours 56 minutes every month studying the publication? 
/ It constitutes a healthy endorsement by the industry of a powerful sales force work- 
/ ing for the advertiser. It means that your advertising to the electronics industry is 
J simplified. It means that electronics can prove the excellence of the magazine in most 
or all phases of publishing. It means that 52,000 design-research/production/man- 
agement paying subscribers need the publication to keep abreast of electronics*. 
It means that you can concentrate your sales messages in the leading electronics 
publication for maximum effect. 


*Ask your electronics representative to show you the “Electronics Profile Survey.” 


electronics 


Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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electronics advertising J 
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Ps your PRODUCTS...SERVICES 


i 
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/  ,..typical quotes from readers demonstrate buying action 


DESIGN 


“The ad is directly concerned with work I’m at present engaged in. The problems 
I’m beset with are ironed out to a good degree here in the ad. I think that as a result 
of this ad my company and _______ (company) will do quite a bit of business.” 


Group Supervisor, Missile Guidance Systems Manufacturer 


RESEARCH 


“What the ad is trying to get across is that technical stuff is different. They present 
what they have, we like it, and we buy it. Soft soap doesn’t work. We have to have 
the straight stuff — that’s what he says here. He’s giving technical information on his 
product. They have some gunshot prices here, which is what we want to know. 
“There’s adequate information here so we'd feel safe in getting one with a minimum 
amount of investigation, especially since we already use them. We’ll undoubtedly 
buy more when more are required.” 


Research Engineer, Aircraft and Missile Manufacturer 


PRODUCTION 


“We've been trying to get a source developed on this very type of stuff. Naturally, 
when I saw this ad showing the thing we were looking for, it interested me. 

“We contacted them and had them make up some of these ______ for us. We’ve 
used them and found them very satisfactory.” 


Vice President in charge of Manufacturing Electrical Equipment Manufacturer 


MANAGEMENT 


“They have this ad in the magazine to show that they have finally developed a silicone 
rubber that defies heat, shrinkage and is solvent free. There is no other silicone 
product that I know of that has such qualities and is available to the trade. 

“We have written the ______ company for a sample of this new substance in 
order to make our own evaluation of it.” 


President, Aircraft and Missile Components Manufacturer 


“The points being advanced are the superb circuitry. The ease of assembly — these 
are the two main points. 

“I feel a well placed circuit or wiring plan would help. 

“I’ve already made a purchase as a result of reading this ad.” 


NOW AVAILABLE Communications Engineer, Railroad 


from your electronics 
representative, or by 


writing direct: Concentrate your advertising in the leading electronics publication — read by 52,000 important Research-Design / 
59 Rate Card Production/Management people — (manufacturers and users) and USED by the industry to influence the sales 
"59 Special Issue Folder of electronics products, services, and equipment. 

"59 Market and Media File 


electronics 


Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 
A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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READERSHIP 


readers average 6 hours 56 minutes every month 


4 


Advertising Sales 
Representatives 


NEW YORK (36) 
D. H. Miller, H. M. Shaw, M. Gallay 
500 Fifth Avenue 
Oxford 5-5959 


LOS ANGELES (17) 
Car! W. Dysinger, D. A. McMillan 
1125 West 6th Street 
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Media selection is easy if one publication can prove that it provides the right kind 
of readership. 

This is a fairly simple statement and would seem to make the spending of advertising 
dollars a very simple job. Unfortunately, it’s not so simple because the right kind of 
readership means the right kind of editorial and the right kind of circulation... 

An excellent yardstick for measuring readership is “time spent reading the pub- 
lication.” electronics readers average 6 hours 56 minutes every month studying the 
editorial and advertising pages. (*See footnote) 

In the electronics industry, electronics provides 52,000 research-design/ produc- 
tion/management engineers who pay $6.00 a year to subscribe because they need it 
to keep abreast of the field. electronics maintains a staff of 26 full-time editors to 


Huntley 2-5450 adequately cover the technical and business trends in the great growth industry 
a yh that it serves. 


The Vaughan Bidg., 1712 Commerce St. 


Riverside 7-511 


SAN FRANCISCO (4) 
T. H. Carmody, R. C. Alcorn 
68 Post Street 
Douglas 2-4600 


DENVER (2) 
J. W. Patten 
Mile ~~ Center, 1740 Broadway 
Alpine 5-2981 
BOSTON (16) 
Wm. S. Hodgkinson 
350 Park Square Bidg. 
Hubbard 2-7160 


ATLANTA (3) 
M. H. Miller 
1301 Rhodes-Haverty Bidg. 
Jackson 3-6951 


PHILADELPHIA (3) 


Advertising dollars for electronics business spent in electronics magazine buy 
the right kind of readership. 

(*Footnote — Ask your electronics representative to show you the “Electronics 
Profile Survey.” ) 


electronics 


1. Haupt Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 
Locust 84330 A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


CHICAGO (11) 
B. Winner, H. Wernecke 
520 North Michigan Ave. 
Mohawk 4-5800 


CLEVELAND (13) 
W. H. Gardner 
55 Public Square 
Superior 1-7000 


ck 
McGraw-Hill House, 95 Farringdon St. 


FRANKFURT/MAIN 
M. R, Zeynel 
15, Landgraf-Wilheim 
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Digges Promoted 
as CBS Film Sets 
Exec Reorganization 


New York, Dec. 9—CBS Films, 
which is in the process of a do- 
mestic and foreign expansion pro- 
gram, has enlarged its executive 
staff. 

Moving into the CBS film pro- 
duction and distribution subsidi- 
ary is Sam Cook Digges, general 
manager of WCBS-TV, New York, 
who gets the new title of admin- 
istrative vp. 

This will free Leslie Harris to 
concentrate on the creative side of 
the business. Mr. Harris, who has 
been vp and general manager of 
CBS Films, becomes vp in charge 
of production. He will augment the 
production staff and step up the 
company’s filming activities, both 
on its own and in cooperation with 
other producers. 

John Howell, general sales man- 
ager, was promoted to vp and will 
continue to direct the sales opera- 
tions. Fred J. Mahlstedt, formerly | 
director of operations and produc- | 
tion, was named director of opera- 
tions and sales services, domestic 
and international. 


= The top management re-align- 
ment of CBS Films was revealed 
at the company’s sales and produc- 
tion meeting here this week. The 
announcement was made by Merle 
S. Jones, president of CBS Tele- 
vision’s stations division, who ex- 
plained: 

“CBS Films intends to create, on 
its own and in cooperation with) 
outside producers at home and_| 
abroad, the finest, best balanced 
catalog of films available for syn- 
dication and network uses.” 

Mr. Jones named Frank Shakes- 
peare, general manager of WXIX, 
Milwaukee, to succeed Mr. Digges 
as general manager of WCBS-TV. 
Richard P. Hogue, now general 
sales manager of the CBS owned 
Milwaukee station, moves up to 
become its general manager. + 


McCann Names Healy, Foote 
and Rasmussen Regional Heads 
McCann-Erickson has grouped 
its 10 domestic offices into three 
regions, each headed by a super- 
visor. Robert E. Healy, exec vp, 
will supervise the eastern region 
(New York, At- 
lanta, Boston and 
Detroit). Emer- 
son Foote, senior 
vp, takes charge 
of the Midwest 
(Chicago, Cleve- 
land and Hous- 
ton). Phipps L. 
Rasmussen, vp, 
will head the 
West Coast (Los 
Angeles, San 
Francisco and 


Emerson Foote 


Portland). 

Mr. Foote will make his head- 
quarters in Chicago; Mr. Rasmus- 
sen will continue as manager of the 


Phipps Rasmussen 


Robert Healy 


San Francisco office. The New 
York office also gets a new man- 
ager—Paul Foley, senior vp, who 
was recently shifted from Detroit. 


Wunderman Heads Plans Unit 

Lester Wunderman, president of 
Wunderman, Ricotta & Kline, New 
York, has been named chairman of 
the agency’s plans board, a new 
post. Wunderman, Ricotta has been | 
named to handle advertising and 
direct mail promotion for the In- 
ternational School of Photography. 
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representative, has 


Glenn Advertising Expands | tion 
Bank Bldg., Dallas, has opened 
additional offices at 211 N. Ervay 
St., Dallas. The agency also added 
three staff members: Willson E. 
Goss, director of media and mar- 
keting; Edward O. Pollard, comp- 
troller, and Paul McLeran Jr., 
radio-tv director. 


Metcalfe, Pearse Named VPs 


| with Weed since 1947. 


Commercial Films Formed 


Next month: 


named tv commercials and public relations 
Glenn Advertising, Republic|£4 Metcalfe vp in charge of West|films. Sheldon M. Titcomb, for- 
Coast activities amd Bernard P.|merly chief film editor of Bay 
Pearse vp in charge of its Detroit State Film Productions, is general 
office. Mr. Metcalfe has been man- 
ager of the Los Angeles office 
since 1955. Mr. Pearse has been 


manager. 


Hall Joins Reilly, Brown 


ve 


|has joined 
Commercial Films Inc. has been| Brown & Tapply, Boston, as the 

| formed, with offices at 458 Bridge|agency’s Vermont representative, 

Weed Television Corp., tv sta-|St., Springfield, Mass., to produce| with headquarters in Hyde Park. 


Baird Hall, Hyde Park, Vt., ad- 
rtising and marketing consultant, 
the staff of Reilly, 


Published Weekly Since 1886 —70 Continuous Years 


GREATEST PACKAGING BUYING POWER 


EVER DELIVERED BY ANY MAGAZINE & 


The January issue of MoDERN PACKAGING 
delivers the most influential and responsive 
audience of mass packagers ever made 
available to the packaging industry. 


With this issue, Mopern Pacxaaine sets into 
motion two new concepts of service to its 
advertisers — both of them already haiied as 
landmarks in business publishing: 


AUTHENTICATED COVERAGE- A me- 
ticulously pre-selected market is verified, 
company by company, individual by in- 
dividual, title by title. This audit employs 
the combined resources of MODERN 
PACKAGING’s own circulation depart- 
ment, Western Union, and Dun & 
Bradstreet ratings. 


ACTIVATED LEADERSHIP — This new 
technique of personal conferences with 
its readers enables MODERN PACKAGING 
to deliver its audience to advertisers 
under conditions of activated attention 
unmatched by any other publication. 


CONCENTRATED PURCHASING POWER 


With its new program, MODERN PACKAGING 
becomes the only publication with authenticated 
coverage of the key packaging executives in the 
16 per cent of industrial plants which account 
for 81 per cent of packaged goods output. 


NATIONAL CENSUS OF 
PACKAGE-USING INDUSTRIES 


To identify these target companies, and the 
proper individuals within them, MODERN 


MODERN PACKAGING © A Breskin Publication » 576 Madison Ave. + New York 22 @) / @ 


Se a 


PACKAGING has completed an exhaustive 
national census of package-using industries and 
their executives. Field investigations have been 
made by the Special Services Division of West- 
ern Union. 


8,000 MORE V.I.P.’s 


MODERN PACKAGING has used this new census 
data to add approximately 8,000 executives to 
its existing circulation. This brings total cir- 
culation to more than 30,000. 


PERSONAL FOLLOW-THROUGH 


MODERN PACKAGING has recruited a corps of 
Readership Development Specialists all over the 
country to visit these executives on a continu- 
ing basis. Thoroughly trained, and in most cases 
members of university faculties, these experts 
personally demonstrate the most efficient way 
for the individual reader to read and use 
MODERN PACKAGING in terms of his own specific 
packaging responsibilities. 


INVALUABLE NEW MARKETING TOOL 


The new MODERN PACKAGING gives sales and 
advertising managers a precisely defined audi- 
ence of prime buyers ...concentrated in man- 
ageable numbers... yet comprehensive in its 
inclusion of every major package-using industry. 


BUILD UP SALES MOMENTUM NOW 


Build your marketing plans around this new 
express highway to the nation’s mass packagers. 
There’s still time for your campaign to begin 
with the February issue. 


SEND NOW for a new brochure which 
describes the full program and its 
application to your business. 
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- ADVERTISING LEADERSHIP | 


red / OF THE ; 


/, BUFFALO EVENING NEWS, 


Men's clothing retailers in Buffalo ran over half f 
of their daily newspaper advertising in The NEWS 
in 1957. In the Department Store advertising of 
Men's Clothing the figure was 84% of the adver- 
tising in morning and evening papers. 


SELL THE NEWS READERS AND YOU SELL THE WHOLE 
BUFFALO MARKET OF OVER 1,600,000 PEOPLE 


©/ BurFFaLo EVENING NEWS 


KELLY-SMITH CO.—National Representatives 


WESTERN NEW YORK'S GREAT NEWSPAPER 
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New York, Dec. 9—Predicting| 


that 1959 will be a good year for| 


| tobacco distributors, Joseph Kolod- | 
| ny, managing director of the Na- 
| tional Assn. of Tobacco Distribu- 


tors, in his year-end appraisal to 
the association’s membership, de-| 
clared that “the flexibility and| 
resiliency of the cigaret industry | 
has been barely short of miracu-| 
lous.” 

He paid tribute to the cigaret) 


Kolodny Predicts Good Year for Tobacco 
| Distributors as Advertising Intensifies 


would reach a total of 424 billion 
units, as contrasted with 409 bil- 
lion in 1957. 

“As an inevitable outgrowth of 
the sharply changed industry com- 
plexion,” Mr. Kolodny said, “the 
character of the marketing pattern, 
with particular accent on frequen- 
cy of turnover—the virtual main- 
spring of the distributor’s opera- 
tion—has slipped from an average 
of 55 to 35 turnovers per annum. 


industry for having increased cig-| This has imposed a heavier yoke 


aret pack sales volume by 15 bil- 
lion in 1958, saying the industry 
“has introduced and vigorously 
promoted new packaging, new siz- 
es, new filters and new blends” to| 
retain “the fidelity and confidence) 
of the American smoking public”) 
in the face of “unconscionable vil-| 
ification of its products.” 


s Mr. Kolodny predicted that cig- 
aret tax stamp removals this year 


Only Santa Claus 
reaches more 
northwest homes 
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on the financial resources of dis- 
tributors. It is a mighty tribute to 
their astuteness and fortitude that, 
with but rare exceptions, their pur- 
chase commitments have been ful- 
filled within the specified credit 
periods of the manufacturers. 


s “It is not amiss,” Mr. Kolodny 
said, “at this juncture, to speculate 
about the imponderables of the 
| cigaret industry, and to venture the 
assertion that the processes of sta- 
bilization are setting in. In gradual 
and not readily perceptible stages, 
the cigaret industry, before too 
long, will concentrate on four spe- 
cific categories with a handful of 
brands in each of them: Standard, 
| king, filter and mentholated. 

“It is becoming increasingly 
manifest,” he said, “that the era 
which saw the indiscriminate 
‘blitzkrieg’ launching of new 
brands, sizes and packagings has 
reached the point at which con- 
sumer acceptance has changed to 
consumer resistance.” 


|@ Concerning cigars, Mr. Kolodny 
| said one of “the most dramatic de- 
| velopments in the tobacco industry 
|this year was catapulted by the 
|cigar segment of the industry. The 
old canard that consumer prod- 
‘ucts which are regularly consumed 
|by a relatively small segment of 
|the population, are ill-adapted to 
saturation advertising, has been 
| utterly demolished. 

| “We are becoming accustomed,” 
he said, “to hard-hitting, vibrant 
cigar ads in leading magazines, 
| newspapers, as well as on network 
| tv and radio sportscasts and news- 
casts. As a corollary, there has 
| emerged a school of thought which 
avers that the cigar industry is 
currently on the verge of its most 
|flourishing expansion; a growth 
| which is counted on to sharply in- 
crease sales and bolster popular 


| appeal. 


| “It is already well known that 
|the contemplated 1959 advertising 
|appropriations of the major cigar 
manufacturers aggregate a sum 
| that, even as recently as five years 
/ago, would have defied the most 
‘fertile imaginations of the indus- 
try’s self-appointed seers. 

“As a corollary to the costly sat- 
uration advertising process,” Mr. 
Kolodny said, “the insistence by 
|cigar manufacturers on pin-point 
| distribution in all territories will 
become even more pronounced. 

“Another inescapable but logi- 
cal consequence of establishing any 
popular cigar package unit as a 
‘pre-sold’ item,” Mr. Kolodny said, 
“lies in the fact that all types of 
corporate supermarkets and chains, 
as well as cooperative groups, seek 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN. 
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Give the favorite 


FOUR ROSES bi 
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CHRISTMAS IN NEW YORK—Four Roses will use 868 posters like this in 
the New York area during December, making it reportedly the larg- 
est New York outdoor showing ever made by one brand of liquor. 
Young & Rubicam is the agency. 


to buy the product direct from al 
manufacturer once it has achieved| 
a sizable consumer demand. Ex- 
perience with other kinds of prod- 
ucts has proved beyond question 
that while large retail organiza- 
tions will give no support whatso-| 
ever to popularizing a new product,| 
once it becomes well-established 
they invariably will maneuver to) 
buy it direct. 


s “In light of the foregoing,” Mr.| 
Kolodny said, “and because of oth-| 
er impending developments in the| 
cigar industry, it is both necessary : : 
and wise for the franchised distrib- ed 
utor to appraise and assess his own! 3 , 
status in the territory with respect | as 
to each of the cigar brands entrust- | ay 
ed to him.” 

Based on an Internal Revenue 
Service report for nine months— 
Jan. 1 to Sept. 30, 1958—Mr. Kol-| 
odny said cigar removals will ex- 
ceed a grand total of 6 billion 
units, an increase of 133,000,000) 
over 1957. In dollars, however, he) 
said, owing to the tendency toward 
downgrading, sales volume will be) 
appreciably lower than 1957. 

Mr. Kolodny forecast combined) 
sales volume in 1958 for the candy, | 
confectionery and chewing gum in-| 
dustry of approximately $1.9 bil-| 
lion. He urged tobacco distributors 
to intensify their confectionery 
marketing efforts because of the) 
affinity of these products to tobac-!| 
co products in terms of operations 
involved. 
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s “Industrial vending,” Mr. Kol- 
odny said, “is expanding by leaps 
and bounds. Industrial vending is - 
here to stay. It will grow bigger.. “=== 
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Mutual Adds 3 Stations ,this spring (AA, July 28), has| Inez Holland and owned by Rapid- 

WEW, St. Louis, which formerly switched its advertising from Ster-| American Corp., the magazine has 
operated as an independent radio | ling Advertising to Samuel Rivkin | undergone test operations in Rock- 
station, has affiliated with Mutual Co., New York. Published by) ford, Ill., and Jacksonville. 
Broadcasting System. The network 
has not had an outlet in St. Louis 
for about eight months. WJMR has 
become Mutual’s new affiliate in 
New Orleans. The station replaces| 
WTPS, whose frequency is under| 
new management and whose call 
letters are being discontinued. 
WBBW, Youngstown, O., also has 
affiliated with Mutual, effective} 
Jan. 2. The station already is an 
ABC affiliate. 


Material Handling Engineering — 


| 


‘Save’ Switches Agencies 

Save, the free bi-monthly maga- | 
zine with a 25,000,000 households | 
guarantee which will be launched 
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It is the height of sound business 
judgment for tobacco distributors 
to dig deeply into its potential in 
their respective territories and 
base their decisions on facts 
stripped of phobias, emotions or 
outmoded notions.” = 


Robert Schnering Named 


New 
in Your Chosen Markets 


Advertising Dominance 


Slayton-Racine President 
Robert B. Schnering, former 
president and chairman of the 
board of Curtiss Candy Co., Chi- 
cago, has been named president of 
Slayton-Racine, Toledo-based 
agency which has 
just added a Chi- 
cago branch. The 
agency also oper- 
ates a New York 
office. Mr. 
Schnering will 
devote most 
of his time to 
the development 
of the agency’s 
accounts in the 
candy and food 
business from the 
Chicago office at 333 N. Michigan 
Ave. He succeeds as president 
W. Lee Slayton Jr., who will con- 
tinue in active management in To-. 
ledo as chairman of the board. | 
Mr. Schnering joined Curtiss in 
1936 and held a number of execu- 
tive posts until 1953 when he was 
elected president and chairman of 
the board. He resigned both posts| 
in 1957 and for the past year has 
been doing consulting work. 


Robert Schnering 


Ti new advertising tool—the Land-Mark Hi-Sign— 
is designed and engineered to help leadership adver- 
tisers maintain leadership in today’s sharply competitive 
marketing, in which product identification is paramount. 
The Land-Mark Hi-Sign — 80 feet high and 100 feet 


wide — will transmit your sales messages over surpris- 
ing distances with unparallelled power and dominance. 


Restrictions limiting outdoor advertising near heavy 
traffic arteries present no problem to Land-Mark Hi-Sign 
advertisers. On Land-Mark your sales message will 
come through clearly and unmistakably to tremendous 
audiences—in markets you yourself choose. It is 


THE 


NEW LAND-MARK 
HI-SIGN 


48 West 48th Street - New York 36, N. Y. 
Telephone: COlumbus 5-8442 


equally effective in properly selected in-town areas. 


The patented structure consists of two aluminum towers, 
using the suspension bridge principle to support the sign- 
bearing cables. Wind and weather problems have been 
engineered out with the co-operation of Reynolds Metals 
Company, which is already a Land-Mark advertiser. 


As part of its service Land-Mark Advertising, Inc. offers 
creative consultant service of the highest calibre. Back 
your products with this new advertising power. Rates 
according to traffic count. Let Land-Mark help you plan; 
just send us the coupon, or call Land-Mark Advertising, 
Inc., COlumbus 5-8442, New York City. 


MAIL THIS COUPON TODAY OR PHONE LAND-MARK 


TELL US ABOUT LAMD-MARK. PLEASE PHONE ME. 


TITLE 


COMPANY 
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| the specific market in the Septem-|commercials to promote alumi- 
A ber-December, 1957 period. Official) num’s contribution to automobile 
division manager of Ziff-Davis| western advertising sales represen- T dy id sales figures are not yet available| design on four tv shows sponsored 
tative. pos 57 Ss a Slow = August. | by car manufacturers during De- 

t o! po Wine sales, the report also notes, | cember. The tie-ins will be shown 

DO YOU WANT THE ACCOUNT? ‘Free Press’ Boosts Price art: ‘True’ Report “will probably set a new sales re-|jn Detroit and Pittsburgh. The 
_.. Reach fer BRAD-VERN’S! The Free Press, London, Ont., NEw _Yor«, Dec. 9—Total sales cord during the 1958 calendar year,| shows star Ernie Ford (Ford), Pat- 

Over 10,000 reconstructed ad schedules || has boosted its daily price by 1¢, of distilled spirits in 1958 may/ with total 1958 volume of around | tj Page (Oldsmobile), Ed Sullivan 
in ‘58 BLUE BOOK of Business Paper Ad- reach 214,800,000 wine gals., or| 152,500,000 gals.. compared with) (Mercury-Edsel) and Lawrence 


bringing the single-issue price of | 
vertisers. 50,000 more avaiiabie to sub- ) ° “= ” 
= both morning and evening editions | 2,700,000 gals. over 1957’s calen-| 148,500,000 gals. last year.” # 


Payne Named Sales Rep | Publishing Co., nas joined Western ‘58 Spirits Sales to 


John E. Payne, formerly western | Electronic News, Les Angeles, as 


Phone: Cambridge 171 or 2980. 


3 Material Handling Engineering 


leased today. 


Write: V. H. Van Diver, Sr. Woolford, Mid. |! to 7¢ in London and suburbs and | 28!-Year sales of 212,100,000 gals., 


|6¢ elsewhere. 


| “As the industry went into| 


April,” the report says, “sales fig-| Hoover is exec vp. Both Mr. Fishe 


Hoover were previously | 
|with Paulson-Gerlach & Associ-| Harold W. Hague Co., local real- 


ates, Mr. Fisher as vp and member | °F. 


ures seemed to forecast a 210,000,- | 

| 000-gal. year in 1958, but starting | °24 Mr. 
with that month there have been 
gains each month over the 1957 
levels, and in most of these months | 
| the recovery rate was sharp.” 


|@ The projection is obtained, the 
|report says, by adding to each 
|month’s total sales in the January- Alcoa Using Auto Tie-ins 
August, 1958, period the same pro- | 
portion of annual volume done in burgh, is using 20-second tie-in 


| despite the slow sales at the begin-| Fisher-Hoover Bows 
| ning of this year, “Beverage Indus- 
|try Trends,” published by True, 
| predicts in its current issue, re- 


Why Leaders Everywhere 
Read the Digest 


Jacques Lowe 


In the Senate, | 
have come across an old 
and familiar friend—the 
© Reader's Digest . . . Digest 
B stories have figured heav- 
ily in Committee hearings, 
such as those on postal 
administration, labor-management relations. 
the foreign aid program . . . the Digest is one 


of the most effective voices of democracy.” 


—John F. Kennedy 


SENATOR FROM MASSACHUSETTS 


“In purveying informa- 

tion and entertainment 

to millions, the Reader's 

Digest has become a sig- 

nificant factor in the shap- 

ing of contemporary 

thought. Its influence is 

felt on a world-wide scale and its tremen- 
dous impact is a remarkable testimonial 
to the discernment and judgment of its 
editors,” 


—Henry Ford Il 


~~ lasting value in the 
: Reader's Digest is one of 
was 4 the many reasons why our 

yr company advertises in it, 
jIts advertisements share 
(gm and reflect this continuity 
| e and durability of appeal.” 

—S. C. Allyn 


NATIONAL CASH REGISTER CO, 


... The Digest has forged 
a revolutionary and new 
instrument for unde 
standing among men of all | 
languages and national. § 
ities—not government 
talking to government 
but people talking to people.” 


Roy Bernard 


—Konrad Adenauer 
CHANCELLOR OF WESTERN CERMANY 


“One of the most reward- 
ing things reading can do 
for you is that when you 
’ share the sorrows, courage 
and triumphs of others, 
your own problems fall 
into perspective.” 


—Norman Vincent Peale 


“The Digest engages the 
reader's intelligence by 
first engaging his interest: 
It opens doors for future 
reading. There is no royal 
road to learning, but the 
Digest certainly makes 
learning more fun.” 
—Frank C. Baxter 


PROFESSOR OF ENGLISH 
UNIVERSITY OF SOUTHERN CALIFORNIA 


J 


Fisher-Hoover, a new agency, 
j}has been formed with headquar- 
| ters in Suite 5150, 161 W. Wiscon-| 
sin Ave., Milwaukee. Franklin) ~ 
Fisher is president and Ronald W.) 


|of the board of directors, and Mr.) 
Hoover as vp. Paulson-Gerlach & Wherry, Baker Boosts Two 
|Assouates recently consolidated) wherr i i 

. y, Baker & Tilden, Chica- 
with Hoffman-York (AA, Nov. 10).| go, has named Harry D. Barger, vp 


Aluminum Co. of America, Pitts- 


| Welk (Plymouth). 
| 
Peck Names Murphy 

Richard F. Peck Agency, Cincin- 
nati, has added Tom Murphy, for- 
merly with Perry-Brown, Cin- 


|cinnati, to its staff as account su- 
r| pervisor. The agency also has been 
named to handle advertising for 


and an account supervisor, to its 
| board of directors and has elected 
Harry J. Johnson, an account exec- 
utive, a vp. 


ry ; ; 
|seery Christmas, why do more People 


sll this gift than any olher? 


Again this Christmas, as for many 
years past, one gift will stand out 
above all others. More people will send 
it, and more receive it than any other. 
It is a subscription to Reader’s Digest. 


Why has this magazine become the 
single most popular gift, the most fit- 
ting ambassador to friendship, remem- 
brance and love, at Christmastime? 

Because it lasts? Because it is easy to 
give? Because so many prefer it to 
other magazines? Yes, but. . . 

You have to look beyond the obvious 
to learn the full truth. People identify 
themselves with the things they read, 
and all who read magazines rise above 
those who do not. They are better in- 
formed. They can carry on a more 
intelligent conversation. They can un- 
derstand the world about them. They 
equip themselves to master the prob- 
lems and grasp the opportunities that 
confront them. And they are more 
likely to succeed—both socially and 
economically. 

Those who select the Reader's Digest 
have one universal, common, human 
motivation: the urge of the individual 
to better himself. 


The Magic of Reading 


Today, people read for much more 
than pleasure. Whether it is the six- 
year-old discovering the undreamed 
magic of understanding simple words, 
the teen-ager developing the discrimi- 
nation of maturity, the adult seeking a 
betier home or job, good magazine 
reading is a growing-up pastime. The 
reading that entertains—and stimu- 
lates—has the nourishing substance 
of a well-balanced meal: it helps the 
participant to grow as well as to live. 


It is this participation that produces 
the great satisfactions for the maga- 
zine reader. For reading is two-way 
communication, It takes the person 


+ 


out of the humdrun, sideline life of 
the spectator, watching the world 
through a window. It plunges him 
into an active relationship with the 
great editors, great writers and great 
thinkers, with those whose words pene- 
trate the mind, in print that endures 
through the ages. Reading is the most 
universal of the arts, the one in which 
all can participate, from which all can 
benefit. Litthke wonder that in our 
population readers are actives; while 
those who do not read are passives. 


A History of Success 


In 1922, Reader's Digest was invented 
to save the reader time. It selects and 
distills from other good magazines and 
books, and publishes the best in Amer- 
ican thought and expression in time- 
saving form. 

Today Reader’s Digest has a cir- 
culation, in the U. S. alone, of more 
than 12,000,000 copies. It is read by 
nearly 35,000,000 
people. Throughout the 
world, it has a paid cir- 
culation of more than 
21,000,000, a total read- 
ership of more than 
65,000,000. Wherever 
men are free to choose 
whatthey read, the Digest 
isa favorite—helping the 
individual satisfy his 
urge to better himself. 


Today in the Digest, the reader finds 
not only great articles but also adver- 
tisements of lasting interest. The Digest 
presents a panorama of better products 
for better living—colorful, exciting 
messages to brighten our lives and 
lighten our tasks. 

Readers prefer the Digest with ad- 
vertising; more have bought the maga- 
zine since it opened its pages to 
advertising. Business approves, too, 
by investing a larger amount in Digest 
pages each year —$21,689,857 in 1958. 


The Difference that Faith Makes 


Many leading companies have had dra- 
matic success in the Digest. These 
advertisers know that the Digest has 
not only the largest audience, but one 
of unusual purchasing ability as well. 
They know that the Digest selects its 
advertising with discrimination, accept- 
ing only reliable products that respect 
the tastes and values of large numbers 


of intelligent readers. 
3 
Readers know they 


can place the same con- 
fidence in the adver- 
tising as in the editorial 
pages. And they read the 
advertising, always seek- 
ing better ideas, finer 
products, new services 
—always with the urge 
to better themselves. 


People have faith in 


eaders Dige st 


Largest magazine circulation in U. S. 
Over 11,750,000 copies bought monthly 
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Ff 4v010 FIDELITY nécon 


COLORFUL—A new display by Audio 

Fidelity Records takes the form of 

a kiosk made up of eight record 

covers plus a canopy. The unit re- 

volves slowly. Thomson-Leeds Co., 

New York, designed and produced 
the display. 


‘57 Canada Beer 


Advertising Cost 
75-90¢ per Barrel 


TORONTO, Dec. 10—Canada’s 
brewing industry spent an esti- 
mated 75¢ to 90¢ per bbl. of beer 
on advertising last year. 

This figure was developed by 
applying estimates of annual ad- 
vertising expenditures to the 1957 
production figures for the industry. 
The advertising volume is esti- 
mated at between $6,000,000 and 
$7,000,000. Of this total, it is 
estimated that some $2,000,000 to 
$3,000,000 is spent in Canada, with 
border radio and tv stations in the 
US. billing some $4,000,000 a year 
from Canadian breweries plugging 
their wares in Canada. 


# By comparison, ADVERTISING AGE 
has estimated that U.S. brewers 
spent $1.16 per bbl. on advertising 
during 1957. There are 31 gallons 
of beer in a U.S. barrel, and 25 
somewhat larger Imperial gallons 
in a Canadian barrel. 

Shipments of beer, ale, stout 
and porter in Canada during 1957 
reached 224,783,000 gals. (8,100,- 
000 bbls.), compared with 214,- 
979,000 gals. a year earlier. 

The number of brewery es- 
tablishments declined from 59 in 


ports that he is still very much|continue to publish American 
active in publishing. He continues! Spectator and books, plus a news- 
as president of the original cor-| paper syndicate business under the 
poration, Judy Publishing Co.,|name Pollard Press Syndicate. The 
although no longer connected with company has temporary quarters 
Dog World. Judy Publishing will| at 2517 Michigan Blvd., Chicago. 


33 


cated at 469 E. Ohio St., Chicago. | Milton. Regional account executive 

Alfred C. Gary is in charge. The 
_K&E Opens Dallas Office | office serves the Lincoln-Mercury 
| Kenyon & Eckhardt has opened | dealers advertising associations in 
|}a Dallas office in the Meadows | the area. 


Berner-Judy Publishing Co. is lo | Bide, N. Central Expressway at 
| 


1956 to 57 in 1957. # 


National Telefilm Reports 
Income Up, Profits Down 

National Telefilm Associates, 
New York, has reported gross in- 
come of $15,497,595 for the year 
ended July 31. This is a gain of 
41.2% over the previous year. 
Net income was $687,048, or 63¢ 
a share, against $1,094,031, or 
$1.07 per share, for the 1957 fiscal | 
year. 

The profit decline was attri- 
buted to higher amortization. 
charges and the “initial operat- 
ing losses’ of the radio and tv 
stations acquired by NTA during 
the ’58 fiscal year. Ely A. Landau, | 
board chairman of the company, | 
said the Minneapolis tv station 
and the Newark radio and tv sta- 
tions lost $460,000 chiefly because | 
of heavy investments in improved | 
programming and more intensive 


promotion. | 
| 
| 


Capt. Judy Still Active 

Despite the fact that it was an- 
nounced that Capt. Will Judy was 
retiring when he sold his share of 
Dog World to Judy-Berner Pub- 
lishing Co. (AA, Sept. 15), he a 


SAN DIEGO CALIFORNIA 


Che San Diego 


*LIST OF TEST ADVERTISERS 

Lever Brothers Company: Stripe Toothpast 

General Foods Corporation: Yuhan Instant Coffee 
B. T. Babbitt, Inc.: Dura Super Starch 

Gold Seal Company: Siz Charcoal Starter 

Rocket Chemical Company: W-D 40 Rust Preventor 
Cudahy Packing Co.: Virginia Reel Frozen Meat Loaf 
Scott Paper Company: Scott Family Napkins 


ATLAS ICBM undergoes a captive test at the Convair-Astronautics static test facility in 
Sycamore Canyon, near San Diego. 


TEST CENTER 


for missiles...and merchandise! 


San Diego — birthplace of the Atlas Intercontinental Ballistic Missile — is a prime 
testing ground for the forces which will shape our future. 


And, in the down-to-earth present, San Diego serves as a test center for new 
products of all kinds. 


San Diego is an ISOLATED MARKET, yielding clear-cut test results and providing 
direct channels for effective DISTRIBUTION of your product. 

San Diego is a PROSPEROUS MARKET, with a 1957 effective buying income of 
$1,918,000,000. 

San Diego is a NEWSPAPER MARKET, sold by The San Diego Union and Evening 
Tribune. These two newspapers offer — 


+ PENETRATING COVERAGE ...a combined daily circulation of 202,242 and an 
unduplicated readership of 84.4%. 


* MERCHANDISING COOPERATION ...complete, enthusiastic, and effective. 
- PRODUCT SURVEYS ... prepared monthly by Facts Consolidated. 
* SPLIT RUNS... for pinpoint accuracy and maximum flexibility. 


Join the national advertisers* who have chosen The San Diego Union and Evening 
Tribune as test media in this top test market. 


Anion | EVENING TRIBUNE 


INCOME ESTIMATE: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER 
CIRCULATION FIGURE: 6 MONTHS ENDING MARCH 31, 1958, AS SUBMITTED TO ABC 
READERSHIP FIGURE: FACTS CONSOLIDATED 


“The Ring Eg of Truth” 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California —Northern Illinois — Springfield, 
lIlinois — and Greater Los Angeles — Served by the COPLEY Washington Bureau and the 
COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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| Surette Joins Lodders 

| W. Gordon Surette has been 

appointed an account executive of 
D. Lodders & Associates, Den- 

ver. He previously was in the 

public relations department of 

G. M. Basford Co., New York. 


it Robert L. West, formerly assist- 
: lant general advertising manager of 
. delete it. Screen Process |i, Record, Stockton, Cal., has 
can save you money. ‘been named general advertising 
| manager, succeeding Ken Taylor, 
Put Punch in Point-of-Purchase |who died Nov. 8 (AA, Nov. 24). 


need. : | ‘Stockton Record’ Boosts West 
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Hanes Suggests 
Institutional Push 
for Textile Industry 


WINsTON-SALEM, N. C., Dec. 9— 
P. H. Hanes Knitting Co. here has 
developed, and is now trying out 
locally, a textile industry promo- 
tion campaign based on outdoor 
posters highlighting the industry’s 
civic importance. 

Hanes is using posters in Win- 
ston-Salem and throughout For- 
syth County emphasizing the jobs, 
wages, taxes and general economic 
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Advertising Age, December 15, 1958 


ONE person of every TWO 
is employed in TEXTILES 


EXAMPLE—Outdoor posters emphasizing the importance of the tex- 


stimulus provided by the textile 
industry in North Carolina. 


Gives Graphic Picture of Your Operations 


tile industry, being used by P. H. Hanes Knitting Co. in and around 
its Winston-Salem home, can, Hanes said, be used throughout the 
whole industry. Long-Haymes Advertising, Winston-Salem, is the 


The BOARDMASTER Visual Con- 
trol tells you at a Glance how to 
save time and money—prevent mix- 
ups and confusion. All facts at 
“eye level.” 

Over 300,000 organizations use 
this simple, flexible tool to get 
things done. Ideal for sales, in- 
ventory, productions, scheduling, 
etc. Type or write on cards, snap 
in grooves. Made of metal. 


Full price *AQ™ with cards 


ERE E| + E| sooxter Wo. V-400 


Without Obligation 
Write or Call Wisconsin 17-8444 


GRAPHIC SYSTEMS, SS W. 42nd ST., NEW YORK 36, N. Y. 


s In a booklet Hanes has pub- 
lished, it explains how these post- 
ers, revamped for other states and 
using other statistics, could be used 
by the whole industry. To this end, 
Hanes invites other textile com- 
panies to use materials prepared 
for the Hanes campaign by its 
agency, Long-Haymes Advertising 
Agency, Winston-Salem. 

Hanes’ booklet also suggests an 
industry pr program and cites the 
kind of data—industry payroll and 
tax contributions—it thinks should 
be promoted. It further proposes an 
industry motto: “Whatever you do, 
textiles serve you.” + 


SUPERIOR 


Powderless etching on copper—as well as zinc! 
Both systems are available now to create better dot value 


... and a smarter, cleaner reproduction in print. 
Superior craftsmen, working with whichever system 


your assignments require, produce color and 


black and white engravings of unrivaled quality 


— engravings truly superior. 


For that decided difference you can see and appreciate, 


try Superior today... 


For Superior Service, Superior Quality. . . 


call SUPERIOR now! 


ILLINO?ES 


215 WEST SUPERIOR STREET, CHICAGO 10, 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


SUPERIOR 
ENGRAVING 
COMPANY 


CALL 


| $Uperior 7-7070 j 


agency. 


Business Paper Ad 
Volume Off 11.7% 
for 11 Months: ‘IM’ 


Cuicaco, Dec. 9—Business pub- 
lication advertising volume at the 
end of November, 1958, shows a 
drop of 11.7% (53,973 pages) from 
the volume reached at the end of 
the first eleven months of 1957. 

Total pages for the month of 
November dropped 12.4% (5,210 
pages) below the same month last 
year. These figures represent the 
combined volume of 310 business 
publications reported monthly in 
Industrial Marketing. 

As a group, industrial publica- 


tions were hit hardest, showing a) 


November decrease of 15.1% (4,- 


416 pages) with a year to date) 


percentage dip of 13.9% 
senting a 44,222-page loss. 

Product news publications are 
down 12.3% from the volume 
achieved in November, 1957. 
For the year-to-date, this group 
dropped 6.2% (1,752 units) from 
last year’s total of 28,130. 


repre- 


® Holding second place for the 


biggest percentage loss are pub-| 


lications grouped under the ex- 
port classification. Down in No- 
vember by 13.8% (184 pages) from 
last year’s monthly figure, on a 
year-to-date basis these publica- 
tions were off only 7.2% (1,034 
pages) compared with the No- 
vember, 1957 total. 

Class publications break the 
negative pattern by showing a 
6.8% (264-page) increase for the 
month of November, compared 


|with a 8% (327-page) loss in the 
|year-to-date volume reported at 
the end of November, 1957. 
Publications in the trade group 
dropped 10.8% (524 pages) in 
November, and were down 10.8% 
(6,638 pages) from the 1957 
eleven-month total of 61,490 pages. 


Woolf Adds Swimaster, Plywall 

Len Woolf Co., Los Angeles, has 
been «@ .0inted to handle adver- 
tising for Swimaster, an affiliate 
of Pacific Moulded Products, Los 
Angeles. Swimaster manufactures 
rubber fins and other related 
accessories for skin diving and 
spearfishing. Woolf also has been 
named to guide Plywall Products 
Co., Fort Wayne, Ind., in a deal- 
er-consumer test promotion in 
{Southern California, slated to 
break in February. Plywall pro- 
duces pre-finished hardwood pan- 
eling. 


‘MBB Index’ Published 

The first regular monthly issue 
lof MRB Index of Advertising & 
Marketing Publications has been 
published by the Marketing Ref- 
erence Bureau, 1616 Pacific Ave., 
San Francisco. The first issue 
was sent to a controlled list of 
10,000. Charter subscription rate 
is $19 a year. MRB Indez lists 
articles by subject for 31 publi- 
cations. 


Pitt Brewing Names de Coux 

John de Coux has been appoint- 
ed advertising manager of Pitts- 
burgh Brewing Co. He joined the 
company as assistant ad manager 
in February, 1958. 


The “Heart” 


“This is nothing compared to the way MPA* 
covers buyers in the Heart of Industrial America” 


is the world’s richest concentration of indus- 
trial purchasing power—where less than 3% of the nation’s 
area contains over 333% of its industry. 


* Midwest Purchasing Agent 
See SRDS Class. 70A or write: 
639 Penton Bidg., Cleveland 13, O. 
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Sooke ANd Hier es Mennnign tentay Tvteone MORE THAN 500,000 DAILY © 635,000 SUNDAY he 
—New York, Chicago, Los Angeles, Philadelphia. JOHN COWLES, President oo 
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James Alspaugh Named 


PRINTING BUYERS ““Semes sispaucn, formeriy vp in 


|charge of the San Francisco office 


FACTS—about roli-fed offset printing of H-R Television and H-R Rep- 
© Paper in rolls costs less 'resentatives, has been appointed 
jradio sales manager of the com- 


© Prints 4 times as fast 
© Prints 2 sides in one operation 
@ Prints and folds on press 

© Twe colors at single-coler prices 


pany, succeeding Paul R. Weeks, 
|who retired. He will work out of 
H-R’s New York office. Replacing 
|Mr. Alspaugh in San Francisco 


CATALOGS—CIRCULARS, ete. ‘will be Hal Chase, who was pro- 

moted from the sales staff. James 

DANNER Press, Inc. |W. Cravagan, formery with Katz 

Akron, Ohio | Agency, has been added to H-R’s 
FRanklin 6-6175 ‘San Francisco staff. 


THE “WATER CAPITAL OF THE SOUTHWEST” 
HEADS FOR GREATER PROSPERITY 


Keystone, Markham Ferry and Oologah Dams, all either 
under construction or approved to start soon, will add still 
more water-power and low-cost electric power to the Tulsa 
area. Navigable waterways, bringing water transportation 
to Northeast Oklahoma, are on the drawing board now 
and will be a reality within a few years. All this means 
more power, more industry, greater prosperity, for oa 
GREATER TULSA. 


For More Business, Use the Oil Capitel Newspapers 


D TULSA —s > TULSA TRIBUNE 


MORNING a EVENING 7 SUNDAY 
Represented Nationally by The Branham Co. Offices in Principal U.S.A. Cities 


Bronson Reel Plans 
$100,000 Campaign 


Bronson, Micu., Dec. 10—Bron- 
son Reel Co. has planned a $100,- 
000 advertising campaign for its 
fishing reels, using magazines, 
trade publications and newspapers. 

The theme, “Reach for the reel 
fishermen trust,’ will be used in 
each ad. Direct mail, ad mats, win- 
dow decals, counter displays and 
other dealer aids will be used to 
supplement the print campaign. 

Glenn E. Barnett, Bronson’s vp 
and sales manager, said the drive 
is designed to extend the com- 
pany’s name image to the mass 
market. He pointed out that latest 
research indicates that more than 


| 30,000,000 persons fish annually in 


the U. S. 
Jaqua Advertising, Grand Rap- 
ids, is the agency. + 


Roy Larsen Wins ‘PI’ Medal: 
Award Will Be Made Feb. 10 

Roy E. Larsen, president of Time 
Inc., has been chosen as winner of 
the Printers’ Ink 1958 gold medal 
award. He is the first media man 
to be selected since 1953, when the 
award went to John C. Sterling, 
then publisher of This Week Mag- 
azine (AA, Jan. 19, 53). The award 
will be presented Feb. 10 during 
Advertising Week at a luncheon in 
New York. 

Norman Strouse, president of J. 
Walter Thompson Co., was chair- 
man of the 15-man awards jury. 


‘Texas Beverage News’ Bows 
Texas Beverage News has started 
publication at 3901 Meadowbrook 
Dr., Fort Worth. Publishers of the 
twice-a-month tabloid, referred to 
as the state’s first liquor trade pa- 
per, are Mack Williams, formerly 
of the Dallas Times Herald, Fort 
Worth Star-Telegram, Fort Worth 
Press and Denton Record-Chroni- 
cle, and Bill Haworth, formerly of 
United Press, the Star-Telegram, 
El Paso Times and Laredo Times. 


The Roanoke Newspapers 


PRIMARY Market is ~ 
Virginia’s rd ; 


Market 


Situated in West Central Virginia, isolated from 
others, this 16-county Roanoke primary market 
embraces 552,000 people and 7,516 sq. miles. As 
The Roanoke Times and The Roanoke World-News 
are the only daily newspapers that cover this area, 
they are the most effective and economical media 
to reach them and sell them. Detailed facts on 
request. 


SOLID MERCHANDISING COOPERATION 


—7 


. on 
ROANOKE 
NEWPORT NEWS - NORFOLK 


Roanoke is a “Burgeyne” City 


NEARLY '/2 BILLION 
DOLLAR MARKET 


16 COUNTY 
COVERAGE 


552,000 
PEOPLE 


100% Coverage 
Roanoke City 


95% Coverage 
61 principal 
cities and towns 


65% Coverage 16 


county primary 
market 


INTACT TEST 
MARKET 


SELF-CONTAINED 
ECONOMY 


ROANOKE 


National Representatives — 


TIMES AND 
WORLD-NEWS 


| 


Murphy Bjorkholm 


Here, examining the ad, are John 


NEW GIFT wRAPS—Reynolds Metals Co. previewed its 1959 aluminum 
foil wrap in Richmond, Va., and Long Beach, Cal., with inserts in 
the Times-Dispatch and Independent Press-Telegram respectively. 


consumer advertising; Paul Murphy, vp, Reynolds Aluminum Sales 
Co., and Harry W. Roth, general manager of the decorative foil di- 
vision. 


Roth 


Bjorkholm, Reynolds director of 


WASHINGTON, Dec. 9—Riding 
along on its best year since World 
War II, the Cigar Institute of 
America met here last weekend, 
confident that even better times 
are ahead once the public responds 
to the industry’s new national ad- 
vertising campaign. 

Cigar makers estimate sales at 
6.4 billion units this year, the best 
since the wartime boom. They 
think this figure will grow as a 
result of new cigar enthusiasts 
who are expected to respond to the 
industry’s “masculinity” theme. 
Where the industry was for- 
merly content to devote itself to 
public relations projects to make 
sure that cigars are “associated” 
with admirable people in normal 
surroundings, the Cigar Institute 
currently is engaged in a one-year 
campaign involving $350,000 of na- 
tional magazine space to get over 
the idea that cigars are a badge 
of manhood. 


® Involved in the campaign are 
three full color ads in Life, sup- 
ported by 26 half pages, and ads in| 
True and Argosy. The first of the! 
color ads has the slogan “Cigars| 
bring out the lion tamer in you”;| 
the second, “Cigars bring out the} 
matador,” and the third, “Cigars 
bring out the cave man.” 

In a report to the meeting, Eu- 


Cigar Institute, said there is en- 
thusiastic comment already al- 


only since October. 
The strategy of the campaign is 
to create a new symbolism for 


bol of a gangster or a comedy prop 
only ten years ago, they are to be- 
come the mark of masculinity and 
a detail in a picture of good living 
and hospitality,’ Mr. Raymond 
said. 


= “The enjoyment of a fine cigar 
is becoming more and more fash- | 
ionable,”’ he concluded. “Our Loca 
is to communicate this news 
through every medium and every | 
device at our command to people | 
everywhere.” 

He estimated that individual 
manufacturers are spending $11,- 
000,000 this year to promote cigars, 


into the campaign with the slogan, 
“Get that good cigar feeling.” 
Agency for the cigar institute 


Cigar Makers See Great Sales Year 
Ahead; Stoke Up ‘Manly’ Ad Theme 


gene Raymond, president of the| 7 


though the ads have been running | J 


cigars. “Where they were the sym-| 


an increase of about 50%. Insti-| 
tute members are being asked to tie} 


& 
is 


is Doherty, Clifford, Steers 
Shenfield. Account executive 
Philip Brooks. + 


Oxford Paper Names Two 

George S. McKnight, formerly 
assistant research director of Ox- 
ford Paper Co., Rumford, Me., has 
been named research director. He 
succeeds Paul M. Schaffrath, who 
has resigned to join Great North- 
ern Paper Co. as mill manager at 
Millinocket, Me. John H. Vogel, 
formerly an economist with Amer- 
ican Paper & Pulp Assn., New 
York, will join Oxford in New 
York Jan. 1 as marketing research 
manager, a new post. 


Mid West Body Names Kane 
Mid West Body & Mfg., Paris, 
Ill., manufacturer of stake, farm 
and van panel truck bodies, has 
named Kane Advertising, Bloom- 
ington, Ill., to handle its account. 


“Without any reservation I can tell 
you that The RIFLEMAN is the best 


in producer per dollar our 
client has ever used—and one of 
the best our agency has ever seen. 


“I don’t believe there is any ques- 
tion but that your readers read 
carefully every page—and prob- 
ably every word, on every page!” 

(Name on Request) 


| “AMERICAN © 


— RIFLEMAN 


SCOTT CIRCLE WASH. 60.C 
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FOREIGN COIN 


Glass Container Institute 
Consolidates Drive in ‘Life’ 


Keyes, Madden Names Three | also has been a market analyst for 
Keyes, Madden & Jones, Chicago, | the U. S. Department of Agricul-| 
Glass Container Manufacturers|®@8 appointed Truman Fossum, |ture. Mr. Dunston previously was | PROMOTIONS! ? 
Institute, which heretofore has ad- | £tnest J. Dunston and Charles B. | a research analyst for the Toni di-| Cows and Bills from 2¢ up ~ 
Schneider research analysts. Until| vision of Gillette Co. and Mr. | Send for FREE Catalog or $1 Sample Kit\. ‘ 


| Copy Men Split on 


Value of Research 


Cuicaco, Dec. 10—Copywriters 
take a rather bleak view of the 
usefulness of advertising research, 


vertised in the women’s and su- 
permarket books, is consolidating 
its 1959 campaign in Life. Starting 


recently director of research of | Schneider has been a test consult- ROYAL COIN CO., IN 
‘Grant Advertising, Mr. Fossum | ant for Bert Holland. 


according to a survey conducted 
here by the Chicago Copywriters 
Club. 

Asked to check the phrase they 
felt best described their compa- 
nies’ research programs, copywrit- 
ers scored the programs as fol- 
lows: 


e Helps to sell a client—25%. 


e Helps determine how people 
will react to copy claims—20%. 


e Helps select strongest selling ap- | 
peal—17%. 


e Confirms what you 
know—16%. 


already 


e Doesn’t prove anything, really 
—12%. 


e Throttles copy because it deals 
with the obvious rather than the 
unexpected—10%. 


® Results of a 43-question survey 
of Chicago-area copywriters were 
reported to club members last 
week by Jack Baxter, club) 
president and head of Creative 
House. The questionnaires were 
not limited to the 350 club mem- 
bers but sent to 984 copywriters | 
in the area. Replies were received | 
from about half those questioned. | 
The questionnaires were unsigned. 

As to whether copywriters are 
happy in their work, the question- 
naire asked, “All things considered 
would you rather be a copywriter 
than anything else?” 33.1% an- 
swered “no,” 63.7% “yes.” 3.2% 
didn’t reply. 

Clues to copywriter-unhappiness 
showed up in replies to other 
questions. 55% of the copywriters 
think that management isn’t giving 
them a chance to use their full) 
capacities; only 36.1% believe) 
they have a good chance for ad- 
vancement, 37.8% think they have | 
a fair chance, and 26.1% find 
little or no chance for advance- 
ment. 


® Only half the copywriters feel 
that management will go out of 
its way to support a good idea 
(50.7%), while 17.6% find man- 
agement neutral; 24.4% believe 
that management will give in. 
The other 7.3% “don’t know.” 
These and other findings of the 
survey have been published in 
booklet form. Copies of “What 
Goes On Inside a Copywriter’s 
Mind?” are available for $1 each 
from the Chicago Copywriters | 
Club, 120 S. State St., Chicago. #| 


Bryson and Delatield Get New 
International Jobs at GF | 

George D. Bryson and James P. 
Delafield have been given new 
international assignments by Gen-| 
eral Foods Corp. Mr. Bryson, 
formerly vp in charge of the inter- | 
national division, has been ap- | 
pointed to the new position of| 
vp, planning international devel- 
opment, from where he will study 
new marketing opportunities for | 
General Foods throughout the 
world. Mr. Delafield, formerly vp} 
in charge of sales and customer 
services, succeeds Mr. Bryson. 
Mr. Delafield joined the company 
in 1946 and served as sales and 
advertising manager of the Max-) 
well House division and marketing | 
manager of the Birds Eye division. | 
Mr. Bryson joined the company | 
in 1953 after nine years as head) 
of Young & Rubicam’s London of-| 
fice. 


| 
Vichek Names Palm & Patterson 
Vichek Tool Co., Cleveland,’ 
forged tool and plastics manufac- 
turer, has named Palm & Patter- 
son, Cleveland, to handle its ad- | 
vertising and public relations. 
Bayless-Kerr Co., Cleveland, is| 
the previous agency of record. 


| of its consumer ads in business and 


with the Feb. 2 issue, 22 color 
pages will appear every other week 
through November. The institute 
will continue to run b&w versions 


labor publications. Kenyon & Eck- | 
hardt is the agency. | 


Thomas Joins ‘Farm & Ranch’ 

Ed Thomas, formerly with 
Farm Journal, has joined the Chi- | 
cago sales office of Farm &| 
Ranch. Mr. Thomas becomes the 
fourth member of Farm & Ranch’s 
Chicago staff-and brings to a 
record 13 the total sales force of 
the publication. 


| 
| 


47-A West 46th St., New York, N. Y. 


9 3Y 2 Soha cage 
i Bins, 
aa 
ae. 
Only PUBLIC WORKS covers the whole 
Public Works market—city, county 
and state—with one magazine. Our 
© peaders are this market. Ask us 


for facts and figures. 


PUBLIC WORKS Publications, 
Ridgewood, New Jersey 
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CITY CIRCULATION 


Daily EXAMINER 105,489 
Call-Bulletin 86,497 
News 75,489 
Chronicle 70,005 


Sunday EXAMINER 148,897 
Chronicle 78,085 


Source: Publishers’ Statements, 9/30/58 


“The San Francisco 
Escaminer 
gives you more 


for your money.” 


REPRESENTED BY HEARST ADVERTISING SERVICE INC 
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Baltimore Ad Tax 
Battle Should Deter 
Cities, Report Says 


WaAsHINGTON, Dec. 9—The Amer- | 
ican Municipal Assn. last week | 
issued a staff report warning that 
Baltimore’s experience with a tax 
on advertising should “greatly in- 
hibit” experimentation with levies 
of this sort in the future. 

The report, “City Taxes on Ad- 
vertising—the Baltimore Case,” 
was prepared to provide local gov- 
ernments with legal and economic 
arguments raised as a result of 
Baltimore’s effort to collect a spe- 
cial tax on advertising in local 
newspapers and broadcast media. 

The staff said that while the 
ultimate fate of the Baltimore tax 
had not been determined at the) 
time the study was drafted, “at this | 
writing, friend and foe alike would | 
surely consider the innovation | 
‘more dead than alive’.” 

Even the most ardent opponents 
of the Baltimore tax conceded that 
it did not stem from any unworthy | 
motive, the report said, yet the 
courts decided that even the “bar- 
est possibility” that it would en- 
danger the free press in the future 
was sufficient cause for striking it 
down. 


| 


s The report observes that news- | 
papers exist for twin purposes— 
“the pubic purpose of disseminat- 
ing news and information and the 
private purpose of making a profit 
for the owners. 

“Obviously,” it adds, “they can- 
not long achieve the first if unable 
to accomplish the second.” 

Because the press is “‘a veritable 
cornerstone of our governmental 
system and way of life,” it says, 
the press is guarded by “two 
guardian angels” which are not at 
the service of ordinary taxpayers— 


vom wun 


Non Via 


A rose- pink 
igth Century Villa 


in Cannes 


PREVIEWS Inc. te eee 
ep Lee gum Sea, New Alene . 
gen wi ae Se ee 
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$ OL D—Previews 
Inc. reports that 
this color page in 
Realites’ English 
edition in Decem- 
ber sold the villa. 
The asking price 
(not included in 
the ad) was 
$175,000. 


the concept that “the power to tax 
is the power to destroy,” and the 
fundamental guarantee of freedom 
of the press. 

In the Baltimore case it needs no 
emphasis, the report says, that the 
press is subject to the same taxes 
as other business, such as property 
taxes, sales taxes, income taxes or 
gross receipts taxes, provided they 
are broadly based and applicable 
substantially to the whole public 
or the entire business community. 


® In judging taxes which will ap- 
ply to the press, the report says, it 
is necessary to consider such ques- 
tions as, “Does it bear equitably 
on all affected? Is it an excessive 
imposition? Is it widely shared by 
all the community?” 

Even among advertising media, 
it comments, an advertising tax 
ordinarily falls largely on the lo- 
cal newspapers. 

“For any local government to 
set out to tax all advertising at 
work within its boundaries is an 
obvious impossibility,” the report. 
noted. “The nationally published 


deposit tons of advertising matter | 


)on any sizable city, as does the U.S. | 
postal service. Advertising mes-| 
|sages fill the air in the form of 
|national advertising via radio and 
| television—wholly non-taxable if 
|originating outside the city, and 
| predominantly non-taxable even if 
station offices, studios and trans-| 


ROP 
COLOR 
STRENGTH 


urban setting, in any highly urban- 
ized center special advertising 
taxes are almost certain to fall 
predominantly on newspapers,” the 
report said. + 


Petry Adds Marketing Unit; 
Moves in Dallas 

Edward Petry & Co., New York, 
radio-tv station representative, has 
set up a marketing department “to 
furnish advertisers with authori- 
tative and up-to-date information 
on the potentials and special char- 
acteristics of the markets under 
consideration for spot campaigns.” 
William B. Rohn, formerly a tv 
account executive, will head the 
new department. John M. Brigham, 
formerly with WHCT, Hartford, 
has joined Petry’s New York tv 
sales staff. 

Petry has moved its Dallas of- 
fice to 211 N. Ervay St. 


Toastmaster Boosts Whiting 
Don Whiting, formerly assistant 

advertising manager of the Toast- 

master division of McGraw-Edison 


‘magazines and periodicals daily |C®» Elgin, Ill., has been promoted 


to advertising manager. Philip 
Willman, who has held the dual 
responsibilities of ad manager and 
director of design since 1956, will 


|}eoncentrate his efforts on product 


design in the future, “a move made 
necessary by the division’s in- 
creased emphasis on new products 


|and widely diversified line of ap- 


x - 


HEARING AID AD 
GOT 50% MORE 
RESPONSES . . . AND 
28% OF RESPONDERS 
BOUGHT!* 


*Milwaukee’s Wood-Dahiberg 
Company was still getting 
inquiries 3 weeks after | 
the color ad appeared! 


R. LOO ME, 
910 East 138th Street 
New York 54, N. Y. 
Sales Offices: New York * Boston 


Chicago © Dallas * Miami 
San Francisco 


mitters happen to be located with- | pliances,” Murray age divi- 
in the corporate limits. | sional president, said. 


= “Even a decision to be content| Grisham Named President 


with local taxation of local adver-| Charles F. Grisham has been 
tising—which would generally be} elected president and general man- 
considered most contrary to de-|ager of the Alabama Broadcasting 
sirable public policy—is one ap-|System, which operates WAPI-TV, 
parently almost impossible to im- | WAPI and WAPI-FM in Birming- 
plement effectively. While there|ham, Ala. Mr. Grisham has been 
may be some ground for supposing|vp and general manager of Ala- 
that the result would not neces-|bama Broadcasting System since 
sarily occur in a semi-rural or sub- | November, 1957. 


CANADA IS GROWING! 


The expanding Canadian market deserves an increased 
share of your sales dollars. This is particularly true in the 
growing, two-language city of Montreal. 


In the last nine years Retail Sales in Montreal increased 
82%—Retail Food Sales 65%—Population increased 
30% and the average Weekly Wage—70%. 


The Montreal Star is the largest English daily in Canada’s 
largest city! 


Che Montreal Star 


Represented nationally by O'Mara & Ormsbee Inc. 


A 


dvertising Age, December 15, 1958 


Information for Advertisers 


Columbia Magazine, a family 
monthly published by The Knights 
of Columbus, has just completed 
a county breakdown, a metropoli- 
tan vs. town-rural breakdown and 
Nielsen county breakdown. Copies 
are available by writing to Co- 
lumbia Magazine, 360 N. Michigan 
Ave., Chicago 1. 


e The dimensions of the mining 
industry as a market, both metal 
and non-metallic, are described in 
a 16-page “Marketing Guide” by 
Engineering & Mining Journal. It 
shows total mineral production 
figures last year as $4.3 billion for 
the U.S., $1.57 billion for Canada 
and $15.4 billion as world total; 
104 minerals are listed. It lists the 
number of mines producing the 
major metals in each state in the 
U.S. with production figures in 
tons and estimated dollar values, 
plus other data. For further in- 
formation, write the market re- 
search department, Engineering & 
Mining Journal, 330 W. 42nd St., 
New York 36. 


e The Cincinnati Enquirer is 
making available to advertisers 
what it calls “more grocery, drug 
and appliance production informa- 
tion” than has ever been publicly 
available for any city in the his- 
tory of marketing. The newspa- 
per has detailed information on 
punch cards for the major brands 
in all 132 product classifications. 
Those interested in obtaining in- 
formation should write Lewis T. 
Beman, manager of general ad- 
vertising for the Enquirer, or any 
Moloney, Regan & Schmitt office 
in New York, Boston, Chicago, 
Dallas, Detroit, Los Angeles, Mi- 
ami, Philadelphia, St. Louis and 
San Francisco. 


e A guide to increased liquor and 
beer sales in the five-state Chi- 
|cagoland alcoholic beverage mar- 
|ket has been published by the 
Chicago Tribune advertising de- 
partment. The 68-page booklet 
|outlines the scope of the market, 
jsummarizes the potentials and 
|preferences of its inhabitants and 
|suggests ways in which the liquor 
|and beer advertiser can improve 
|his product’s personality in the 
|nation’s second largest market- 
|place. Copies can be had by writ- 
ing the Chicago Tribune’s genera 
ad department, Room 1314, Trib- 
une Tower, Chicago. 


e The Elks Magazine has just re- 
leased a 12-page report on the oc- 
cupations, incomes, possessions 
and spending habits of its 1,230,998 
male subscriber audience. Entitled 
“The Elks Market,” the findings 
were first presented in the 1958 
Starch consumer magazine report. 
Copies of the booklet may be ob- 
tained by writing to the promo- 
tion manager, The Elks Magazine, 
386 Fourth Ave., New York 16. 


e “Say What about San 
Jose?” is a little booklet contain- 
ing market data on this California 
market by the San Jose Mercury- 
News. Copies are available from 
the newspaper. 


e Chemical Week is offering a 
“Sales Handbook—Guide to CPI 


Warwick TYPOGRAPHERS 
'920 WASHINGTON © ST. LOUIS 1, MO. 
| Serving Clients in 43 States 


Marketing,” which covers planning 
sales and advertising strategy, 
buying power, sales and advertis- 
ing aids and the problem of media 
selection. Copies are free of charge 
from Chemical Week, McGraw- 
Hill Publishing Co., 330 W. 42nd 
St., New York 36. 


e More than 70% of the women 
on Good Housekeeping’s consumer 
|panel own three or more pairs of 
[street shoes, while 69% own three 
|or more pairs of dress shoes. Good 
|Housekeeping has just released 
| these results as part of a compre- 
| hensive consumer survey on wom- 
|en’s, teen-age girls’ and children’s 
\footwear and history. The study 
‘indicates the buying patterns, us- 
age and brand preferences for 
shoes, bedroom slippers, protective 
footwear, hosiery and other ac- 
cessories. It also has information 
on the care and repair of shoes. 
Copies of the 146-page report are 
$1 each. For further information 
write Lorna Opatow, director of 
consumer research, Good House- 
keeping, 57th St. at Eighth Ave., 
New York 19. 


e A condensed report of the re- 
cent traffic origin study made by 
Traffic & Trade Inc. of markets 
in the Niagara Frontier, Kitchen- 
er-Waterloo-Galt and Brant coun- 
ty markets of Ontario is available. 
The objective of the study was to 
outline the market in these impor- 
tant areas and set up a basis for 
a new type of poster showing to 
cover each as a complete market 
entity. Copies of the study are 
available upon application § to 
Gould-Leslie Ltd., 32 Bridge St., 
Brantford, Ont. 


e The Free Press, London, Ont., 
has released a new market data 
guide book of London, Ont., “An 
Analysis of Canada’s Seventh 
Newspaper Market.” For further 
information write Charles G. Fenn, 
advertising manager, London Free 
Press. 


|e The “18th Annual Beauty Read- 
ler Forum,” just released by Faw- 
cett Publications, presents a 10- 
|year picture of the usage of 50 
cosmetic and toilet preparations. 
|Copies may be obtained from the 
research department, Fawcett Pub- 


lications, 67 W. 44th St., New 
York 36. 
e “The European Market,” a 


smartly illustrated guide to mar- 
keting in Europe, has been issued 
by Publicis, France’s largest ad- 
vertising agency. The 56-page re- 
port is a striking presentation of 
|the pertinent marketing facts and 
feconomic mood of Europe. Copies 
lare available upon request from 
|Publicis’ New York office, 610 
| Fifth Ave. = 


'Study Guild, AFTRA Merger 

| Members of the Screen Actors 
‘Guild, Hollywood, have approved 
a proposal to commission a re- 
search group to study the feasibil- 
ity of a merger between the guild 
land the American Federation of 
Television & Radio Artists. The ap- 
|proval followed a report on a 
|dispute between the guild and 
AFTRA regarding representation 
of players on video tape programs 
and commercials made at motion 
| picture studios. 


Digest Assn. Names Biddle 
The Reader’s Digest Assn., Pleas- 
antville, N.Y., has appointed Bid- 
dle Co., Bloomington, I11., to handle 
a number of projects in connection 
with the building of circulation, 
particularly through subscription 


agents. The account will be han- 
|dled from the Chicago office. 
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Solve the case of the hidden facts with SURVEY SERVICE 


Let Western Union’s Survey Service with trained personnel in 
1671 offices get you today’s facts for your marketing decisions. 
Just supply your questions, sample to be surveyed, tell us where 
and when. Survey Service gathers the information for your evalua- 
tion on anything from circulation verification to consumer buying 


habits... regionally or nationally. It’s fast! Complete! Economical! 
WESTERN 


WIRE US COLLECT! We'll tell you how we can track down your UNION 

hidden facts—no obligation, of course. Address: Western Union, . . 

Special Services Division, Dept 2-A, New York, New York. S pecial Services 
Division 
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In every program category, @ totaling over HB 50 hours a week, all these and : 
others, will continue to maintain and increase this audience advantage for advertisers. 
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printing 
buyers! 
brokers! 


here’s a terrific opportunity for 
OFFSET PRINTING 


plus all the multiple advantages 
of a fast, prestige mailing 
service from 


new york city 


As a result of recent improve- 
ments and greater efficiency in 
our complete photo-offset oper- 
ation, we find that we can ac- 
commodate a substantial 
amount of new business dur- 
ing 1959. To assure the right 
type—a regular flow of direct 
mail pieces, booklets, folders, 
sales bulletins, forms, etc.—we 
are offering an exceptionally 
attractive arrangement. Full 
agency commission. Brokers 
protected. Write Project A. 


P.S. And we can handle the 
mailing too. 
Presses up to 23 x 30. 


Mall te: 
Mr. Chas. Roberts, 
Reberts & Letmwander, 
225 Breadway, Rew Yerk Otty 


Russians Drift 
to More Ads, 


‘Steel’ Editor Says 


New York, Dec. 9—Because vir- 
tually all businesses in Russia are 
owned by the state, there are no 
sales problems and no need for 
advertising or promotion. 

But it is not quite true that there 
is a blackout on advertising and 
promotion in the Soviet Union, 
Irwin H. Such, editor-in-chief of 
Steel, told the New York chapter 
of the National Industrial Adver- 
tisers Assn. last week. 

Mr. Such recently returned from 
a trip to Russia as a member of an 
official delegation representing the 
steel industry. 

Advertising and sales promotion 
in the Soviet Union, he said, “take 
the form of exceedingly effective 
propaganda that keeps the people 
sold on the communist system. It 
has many facets. 


ws “One of these, of course, is thé 
printed word. There are now over 
400,000 libraries in the Soviet Un- 
ion with 1.5 billion books. The 
Lenin Library in Moscow alone 
has 19,000,000 and the library of 
the USSR Academy of Sciences 
13,000,000 volumes. Books may 
also be purchased at low cost in 
book stores all over the country, 
printed not only in Russian but 
100 other languages, including 
English. 

“According to the Soviets,” Mr. 
Such said, “they now have 7,537 


oe Hencke, Executive Art Director at 


Anderson & Cairns, heads up one of the most 


talented and talked-about art departments in the 
agency field today. It is difficult to keep track of 
all the “Best of Show” awards this talented group 


has received. Year after year the international 


publication Graphis has featured one or more ex- 
amples of their handiwork, and there are many, 
many more citations by art authorities both here 
and abroad. But Ev doesn’t believe in art solely 


for art’s sake. He uses love of line and design to 


create “The Quality Image That Sells” 


. Perhaps 


that’s one reason why Anderson & Cairns’ clients 
score high both in readership surveys and at the 
cash register. If you’d like to know more about 
Ev and the rest of us at Anderson & Cairns, and 


discover what we mean by “ 


The Quality Image 


That Sells”’—call Jack Cairns. The number is 


MU 8-5800., 


ANDERSON & CAIRNS, INC. 


Advertising of Distinction 


130 East 59th Street 


New York 22, N.Y. 


newspapers, including 2,507 in 
languages other than Russian. They 
have a circulation of 54,000,000. | 
These are mostly four-page stand- | 
ard affairs with carefully selected | 
foreign and local news. The best | 
known newspaper, Pravda, is 
printed in a number of cities in 
addition to Moscow. They contain 
no advertising other than theater 
and movie listings. 

“The country also publishes 2,- 
500 magazines in 56 languages, 
some of which should be classed as 
bulletins or pamphlets. Quite a 
number of these magazines are for 
general circulation and are sold on 
newsstands. 


a “While American consumer 
magazines are not permitted to 
circulate in the Soviet Union, tech- 
nical magazines from America and 
Europe are given wide distribution. 

“In Stalinsk in the middle of 
Siberia, our delegation was told 
that 300 steel mill engineers read 
Steel regularly although we do not 
send them a single copy. American 
and European technical magazines 
are slipped into Russia and re- 
produced in quantity by the pho-| 
to-offset process. They include 
both editorial and advertising and 
even have a second color on the 
covers. 

“The Russians also have tech- 
nical magazines of their own, in- 
cluding one called Stal. These are 
published by the state scientific 
and technical committee in Mos- 
cow. Some of these magazines 
actually have a page or two of 
advertising of foreign companies 
(French and English) that want 
to sell in Russia. 


cago photoengraver showed new 


WATCH NEW PROCESS—Marty Dietrich, superintendent of Laurence 
Inc., demonstrates powderless etching machine to personnel from 
Wade and Headen, Horrel & Wentsel advertising agencies. The Chi- 


equipment valued at $100,000 to 


more than 500 production and art specialists from 50 advertising 
agencies at small group gatherings during November. 


pecially as the latter become more | 
plentiful. 


® “As the spread grows narrower 
and narrower between American 
and Soviet industrial potentials,” 
Mr. Such said, “we will have to 
make some profound decisions if 
we are to meet communism head 
on in order to keep our free en- 
terprise system alive. 
“Eventually, it could mean mak- 
ing a choice between more steel 
and chemical capacity, more ma- 
chine tools and other equipment 


a “There are many other forms| 


ed. “Large outdoor posters tell 
about production goals, bear com- 
munist slogans, or ask people to 
turn out more work for the moth- 
erland. Banners on _ industrial 
plants stress safety or ways to 
|}improve production efficiency. 

| “The Russians have neon signs 
| but only a few. They tell you to 
be careful in crossing the street, 
|or they identify stores, hotels and 


het ~ 
railroad stations. 


“The Moscow Agricultural and | 
| Industrial Exposition is another ef- 


fective form of propaganda, since 
it sets forth the promises of a 


better life for all people some time | 


jin the future. 

| “To an extent,” Mr.*Such said, 
“you can detect a slight drift to- 
| ward advertising in the Soviet Un- 
|ion. Management has been decen- 
tralized to help lick production and 


of propaganda,” Mr. Such assert-| 


needed to fight or prevent a war, 
|}and fewer automobiles, refrigera- 
tors, and other things we now all 
regard as everyday necessities,” 
Mr. Such concluded. + 


Uniqueness Helps 
Magazines ‘Coexist,’ 
Says ‘Esquire’ Film 


New YorK, Dec. 9—Into a 
|magazine world fraught with bat- 


Esquire last week tossed something 
olive branch. It was labeled “co- 


| existence.” 


which all publications fill which 
enable them to coexist happily 


jand attract specialized markets | 


for diverse products. 


“Each publication fills a unique} 


industrial and consumer goods, es- | 


tles over the advertiser’s dollar, | 


that looked disarmingly like an| 


It is Esquire’s peace-pipe con-| 
'tention that “there are functions) 


| particular set of needs of its read- 
| ers,” the magazine said. 

All this was by way of prepar- 
|ing the ground for a new presen- 
tation, a motion picture called 
“Image of a Man.” Concocted by 
Dr. Ernest Dichter and his Insti- 
tute for Motivational Research, 
“Image” is billed as exploring 
“the total personality of a pub- 
lication and advances this image 
as a realistic comparison of me- 
|dia as important as that afforded 
by a purely statistical approach.” 


® The Dichter dictum here is that 
a space buyer who understands 
a book’s personality and the atti- 
tudes of its readers can (1) match 
his client’s message with the “bas- 
ic psychological characteristics of 
a medium” and (2) “measure the 
real advertising effectiveness of a 
publication.” 

Controlled depth interviews 
|}with magazine subscribers indi- 
|eated that Esquire readers prefer 
“the adventurer, the complete 
man and standard setter.” 

The “uniqueness” of a maga- 
zine, established as an image of 
the book in the reader’s mind, “is 
what every magazine will have to 
define if advertisers and agencies 
|are to use their publications prop- 
| erly.” 

Esquire will show the 16-minute 
film to advertiser and agency 
groups and others on request. + 


AALA Names Mautner Agency 
American Automotive Leasing 
Assn. has appointed Mautner 


distribution problems. They talk| function by the very nature of its| Agency, Milwaukee, to handle its 


| about marketing and advertising | editorial content. Each satisfies a! pyplic 


“Where 
typesetting 
is still 
an art” 


ERO HOUR 


for your proofs is when you want 
em. 


That’s when you get them 
you do business with 


ERVICE 


pographers, inc. 


723 S. Welis St., Chicago 7, Ill. 


HArrison 7-8560. 


relations program. The 
AALA was organized by leading 
companies in the field in Novem- 
ber, 1955, to represent the long- 
| term leasing business to govern- 
|mental bodies, the automotive in- 
|dustry, financial circles and the 
nation’s transportation fleet users. 


| sai 
| 
| 


With a Vue-More 
Turntable you can 
tell a MOVING 
sales story for 
your product... 
spotlight It ona 
revolving stage. 


Send for Vue-More’s factual 
bulletin AA-2 and price list. 


vue-more 


CORP. 
World’s Leading Manufacturer ef Turntables 
601 West 26th Street, New York 1 
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Chicago’s Economy 
Is Robust, ‘Fortyish,’ 


Prof. Solomon Finds 


Cuicaco, Dec. 9—Although re-| 
gional market data have been| 


available for many years, a soon-| 
to-be-published study of the met-| 
ropolitan Chicago market from) 
1940 through 1956 will offer market 
analysts apparently the first re- 
gional study with data directly 
paralleling national marketing sta- 
tistics. 

A preview of this study has just 
been published by the University 
of Chicago’s business school, which 
made the study under sponsorship 
of the Chicago Assn. of Commerce 
& Industry. Authors of the preview, 
“Metropolitan Chicago, An Eco- 
nomic Profile—1955,” and of the 
full report, “The Economy of Met- 
ropolitan Chicago, 1940-1956,” to be 
published early in 1959, are Ezra 
Solomon, finance professor in the 
university’s business school, and 
Zarko Bilbija of the business 
school’s staff. 


® The study’s scope includes Cook, 
DuPage, Kane, Lake and Will 
Counties, in Illinois, and Lake 
County, Ind. This area is treated 
as the standard Chicago metropoli- 
tan area, encompasing 6,061,000 
people, or 3.69% of the U. S. popu- 
lation. 

The greater part of the preview, 
covering the Chicago area’s 1955 
economy, compares the area with 
averages for the entire U.S. and 
to this extent finds Chicago rela- 
tively healthy: Though Chicago 
has only 3.69% of the U.S. popula- 
tion, it employs 4.45% of the work- 
ing force, consumes 4.87% of the 
products and services, produces 
5.45% of the national product and 
accounts for 7.02% of the nation’s 
personal savings. 

The study finds also that, for 
a variety of reasons, Chicago’s an- 


nual per capita output is $3,430, 
fully 48% greater than the nation- 
al average of $2,231. The per capita 
disposable income in Chicago is 
35% above the national average, | 
the report also notes. 


s “Perhaps the most remarkable 
figure in the entire set of statis- 
tics,’ says Mr. Solomon, “is the 
one on savings in the Chicago re- | 
gion—almost double the national 
rate. 

“You might compare Chicago,” | 
he suggests, “to a man in his early 
40s. In his economic infancy he was | 
a debtor and net borrower. As he, 
matured, he stopped being a bor- | 
rower and began the role of re- 
payer. Now, in his 40s, he is on | 
the verge of becoming a net credi- | 
tor who is adding rapidly to his} 
savings balances.” 


= But there is also a darker side 
to the Chicago area report. 

“It’s a misconception,” Mr. Sol-| 
omon says, “to believe that Chi- 
cago’s diversity of industry is a 
buffer against recession. In fact, 
according to the study, Chicago’s 
economy has become heavily con- 
centrated in durable goods—the 
villain of recent recessions—and 
employment during the setbacks 
falls far more sharply in the Chi- 
cago region than in the nation as 
a whole. 

“The increasingly important rae | 
the metalworking industries are | 
playing in the Chicago regional | 
economy is likely to lead to even 
more instability in the future,” Mr. | 
Solomon says, adding, “This may 
be a necessary price [Chicago] has 
to pay for its rate of growth and 
high levels of output and in- 
come.” # 


Kellogg Nurseries to Fisher 

R. M. Kellogg Nurseries, Three 
Rivers, Mich., has named M. M. 
Fisher Associates, Chicago, to | 


- dle its advertising. 


aye 
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Fawcett Names Smith, Carl | broker and tv newscaster; James R.| ager of Air Conditioning, Heating , ed western advertising manager of 
Fawcett Publications, New York |Cleary, Huntsville lawyer, and/& Refrigeration News and trans-|the publication, with offices in 


has named Art Smith, formerly John H. Higdon, district operations| ferred to the Detroit headquarters | Chicago, and Frank L. Taylor was 


| 


Los Angeles manager of Town- ™anager for Capital Airlines. from the Chicago office. At the|named eastern advertising man- 


send, Millsap Co., Pacific Coast | same time, Rex Smith was appoint- | ager with offices in New York. 


manager, with headquarters at) Hameroff Adds Acro Switch 
2978 Wilshire Blvd., Los Angeles. Hameroff Advertising Agency 
Fawcett also has named George |Columbus, O., has been appointed 
Carl, for the past 21 years pro-|to handle advertising and sales 
duction director of Woman’s Day, | promotion for the Acro switch 
head of all production for Fawcett |division of Robertshaw-Fulton 
publications, effective Jan. 1. Controls Co. Advertising plans call 
for the use of direct mail, trade 
Huntsville TV Station Okayed journal advertising, catalogs, house 
Permission to establish a tv sta-|°T8@Ms and distributor tie-in ma-| 
tion in Huntsville, Ala., has been | ‘tevial. | 
granted to Rocket City Television | 
by the Federal Communications Business News Names Three | 
Commission. Officers of the Rocket! Allen Schildhammer, vp of Busi- | 
City company include John S./ness News Publishing Co., has been | 
Gregory Jr., Birmingham stock-|named assistant publishing man- 


SOMETHING 
MISSING 


“eo 


..- LIKE CALIFORNIA W7AHOL7 
THE BILLIO"-DOLLAR 
VALLEY OF THE BEES 


’ Actually, total effective buying income of more than $2.9 billion 


/ More effective buying income than each of 22 states 
@ THE SACRAMENTO BEE 


© THE MODESTO BEE 


¥ Not covered by San Francisco and Los Angeles newspapers 


Inland California is like a state unto itself — self-sufficient 

; ’ . 

impenetrable by coastside journals. Only the 3 Bees can THE FRESNO BEE 

carry your printed word effectively to its happy-spending Me a 

inhabitants. Your ad belongs in the Bees. {i Oy 
Data source: Sales Management’s 1958 Copyrighted Survey £7 


MCCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 


In the newspaper field, only McClatchy gives national advertisers three types of discounts . - bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 
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Cites Examples of Success |eampaign that has consistently 
Through Comics Campaigns | used the comic technique,” is nat- 

To the Editor: I read Mr. Woolf’s | urally a reflection on our powerful 
article entitled, “It Seems Man Is ®4vertising medium. For this rea- 
Now Equal to the Jackass” in the |50® I thought you would like to 
Oct. 27 issue of Apvertisinc Ace. | knw that the Sunday color comics 

In reading this article it was dif- |have carried many entertainment 
ficult for the writer to feel that|*e¢hmique continuity campaigns 
there was any definite intent on|°V® the years for leading manu- 
Mr. Woolf’s part to reflect on the facturers in their respective fields. 
effectiveness of Sunday newspaper |For example: Reynolds Tobacco 
color comics. |Co., Ford Motor Co., Colgate-Palm- 

It is not the intention of the|%ive and Thomas Leeming Co. 


writer to be picayune since it was| (Peter Pain). ; 
quite obvious that, in Mr. Woolf’s|. Many of the campaigns in the 


copy, creative points were directed foregoing have run without inter- 
at the indiscriminate use of enter- TUPtion in es Sunday onto ogo 
tainment gimmicks in conventional ee comics for a great number © 
advertising to accomplish image} é , 

. e a One other point was mentioned 


selling of a specific manufacturer. | ’ ; 
never, his reference in the |!" Mr. Woolf's article which in the 


“ : | writer’s opinion needs clarification. 
ees ee ae em | The statement, “But humor as I see 
~~~ |it is a technique of entertainment 
and not a technique of salesman- 
ship,” reflects on the effectiveness 
of all entertainment as a back- 
ground for sales. 

Here again I feel strongly that 
Mr. Woolf was referring to this 
particular advertiser and indicting 
their use of entertainment in dis- 
play layout and copy. Unfortunate- 


\identified with the Sunday color 
‘comics medium. Attached are sev- 
|eral exhibits of what is termed the 
|ecomics technique as compared to 
conventional display copy in our 
medium. These campaigns which 
follow the entertainment pattern 

J | have been very successful. 

* | One of the most recent examples 
| that demonstrates the effectiveness 


Leads the 
Rating Race 
in Market 
after Market 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ly the reference to “comic tech-| 
nique” is a terminology that is. 


a listing of his store beneath the 
Blue Bell advertisement. 

This experience plus the recog- 
nition that comics enjoy as a pro- 
ductive vehicle for contest premi- 
ums, etc., is a matter of sales rec- 
ord. It is also confirmed by the 
publication Premium Practice in a 
research study conducted by this 
publication. It can be fully docu- 
mented if required. 

This letter is an attempt to sub- 
mit facts that in our opinion justi- 
fies careful re-evaluation on Mr. 
Woolf’s part in the pursuance of 
this subject. 

Edward L. Baumiller, 

Eastern Sales Manager, Metro- 

politan Sunday Newspapers 

Inc., New York. 

7 + 


How's 100% Off? 
To the Editor: Is there no limit 
to these discount houses? 
As long as it’s gone this far, I’m 
MIN 


VITAMINS. MINERALE joo Discount. 


Distributor and save. Sell to your friends and get 
our own needs wholesale 
iness. Details free. G 
Boylston Street, Cambridge. 


|holding off my purchases until 

|they pay me for “buying” ’em! 

Lou Kashins, 
New York. 


. e e 
His Blood Boils, Thinking 
of New Methods’ Success 

To the Editor: It is with a great 
|deal of indignation (to be exact, 
|about 9% yards) that I take my 
|pen in hand to commend your edi- 
torial (Nov. 24) slapping down 
those parlous villains—Weiner 
| Schnitzel & Gossage, Dwight Bom- 
back, and Leo Burnett. 
| These scrambled eggheads are 
|}causing the rest of us advertising 
j}men too much trouble by new 
methods. What was good enough 
for our fathers’ clients and their 
fathers’ clients before them is good 
enough for us and our clients, and 
these men should have more re- 
spect for the sacred, traditional 
methods in advertising which make 
|sales the One True Right Way— 
occasionally. 

Instead these bustards (Webster 


~ of the comics medium involves a 
“ | SERGEANT PRESTON... 31.3] classification removed from our) 
ay. Highway Patrol.............19.8 } | he ich 
1958 Silent Service. hs a regular advertising roster whic 

Sea Hunt....... .. es .e-..14.8 | | was tremendously responsive from 
State Trooper...............12. a sales standpoint. The account in 
question is Blue Bell for their reg- 
CLEVELAND ular Blue Jeans. 
— SERGEANT PRESTON... 22.2 Here is an actual case history 
' | Sheriff of Cochise.......... 18.2 | | where a single advertisement was 
1988 Sea Hunt 17.9] | ; j 
ao 35 O698 5-00 09 4908 SED responsible for sales in excess of 
State Trooper 17.51] | ; 
Honeymooners. . s Febis teense $1,000,000. The only inducement 
was a commitment on the part of 
the dealer for a specific amount of 
i i received 
ARB, SERGEANTPRESTON __ 29.4 merchandise for which he iv 
da. | Honeymooners.............23.6] | 
1988 | Whirlybirds.................22.5 | 
LF 2 ls 
Highway Patrol.............12.3] | 
ARB, SERGEANT PRESTON... 27.3 
hel, 1} Sea Hunt...................22.5 
1958 | Adventure Scott Island.....17.3 
ER Doli 
Silent Service............... 4.8 
Arbitron, | SERGEANT PRESTON... 16.6 
9/25/58) State Trooper...............14.5 
Highway Patrol............. 9.6 
Stent Service............... 64 
Sheriff of Cochise.......... 3.6 
PROVIDENCE 
Pulse, | SERGEANT PRESTON... 29.8 
Jan, Harbor Command.......... 27.3 
1988 Highway Patrol.............25.8 
Silent Service...............21.8 
Twenty-Six Men.............19.3 
ARS, | SERGEANT PRESTON. ... 56.3 
Feb., Silent Service...............34.9 
1988 | Sea Hunt.......... .31.7 
Sheriff of Cochise.......... 21.9 
Highway Patrol.............21.5 
i INDEPENDENT 
; TELEVISION 
C CORPORATION 
488 Madison Ave. - N.Y. 22+ Plaza 5-2100 
eeeeeeeceooooeooeee 
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COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, CHICAGO 6, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 


itracts hosts 


|ideas—having gone professional, 
|relying on fees, and paying little 
,attention to commissions or the 


| field. 


 vertising 
| franchise operator in the industry. 
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—a game bird) have no respect 
for the Big Stone Tablets and, if 


they don’t like our tried and trusty | 


methods, they ought to get out of 
advertising and into some field 
where new ideas are wanted. 

Why, it makes me blood boil 
when I think of how Howard Gos- 
sage made Qantas Airlines world 
famous with a $15,000 annual 
budget. This is ridiculous, cheap, 
unfair competition. It seems to me 
that he, along with Weiner & 
Schnitzel (Schnitzel is the silent 
brain behind the brains in Weiner 
Schnitzel & Gossage) also created 
a sensation for Blitz-Weinhard 
beer with ideas instead of money, 
and now he is doing the same vil- 
lainous thing with Irish whisky. 

The use of new creative ideas 
(instead of a big advertising budg- 
et) to get immediate attention and 
sales by WSG, DB, and LB should 
be investigated by the FTC, the 
FCC, and the Sherman Anti-Trust 
people as the rest of us advertising 
men cannot survive this kind of 
unfair competition. 

As you pointed out in your edi- 
torial, this kind of advertising “at- 
of followers” and 
should, therefore, be stamped out 
immediately. 

Joe Connor, 

Joe Connor Advertising, Berk- 

eley, Cal. 

EDITOR’S NOTE: It is too late for 
the man who signs this letter to 
get on the side of us conservatives. 
He, too, is quietly suspect of new | 


size of budgets. 
POSTCRIPT TO EDITOR’S NOTE: In fact | 
THE WHOLE WEST should probably | 
be excommunicated from advertis- 
ing, as it is constantly demanding 
Gossage as a speaker and gave 
Connor an Advertising Assn. of 
the West award this year. And that 
Dwight Bombach and Leo Burnett 
have made clients altogether un- 
reasonably rich. 

Editor’s Note: The preceding 
“editor’s notes” are strictly phony, 
being the further outpourings of 
Joe Connor, and not of the editors. 

tt oe e 
N. Y. Subway Advertising 
Is 75% Regional-National 

To the Editor: Your story, on 
Page 3 of the Nov. 24 issue, ex- 
presses some of the reactions of 
transportation advertising oper- 
ators as to the future of the indus- 
try now that National Transitads 
has declared bankruptcy. Had you 
called on us, you would have re- 
ceived a much broader picture of 
the transportation advertising 


First, New York Subways Ad- 
is the largest single 


In fact, we account for almost 25% 
of the entire industry’s billing. 

And while your statement, “The 
majority of car card advertising, 
however, is local,” is true for most 
of the operators, it doesn’t accu- 
rately reflect Subway Advertising’s 
billing. Almost 75% of New York 
Subway Advertising revenue is de- 
rived from regional and national 
advertisers. 

Mark J. Elsis, 

Promotion Manager, New York 

Subways Advertising Co., New 

York. 

e * e 


Agency Man Riled by 
Two Ad Examples 

To the Editor: Here are two ex- 
amples of advertising in its lowest 
form: 

The first occurred at the Lehigh 
University-Gettysburg College 
football game this fall at Gettys- 
burg, Pa. For more than two hours, 
fans were at the mercy of a public 
address announcer who not only 
was the “cheerleader” type but 
interspersed his continual chatter 
with announcements urging people 
to “fill up with Atlantic gasoline at 
‘Joe Smaltz’s Service Station’... 


as See 


drive right down to ‘Joe Smaltz’s 
Service Station’ after the game and 
fill up with Atlantic ...have you 
tried Atlantic Imperial gasoline?” 

Second, neighborhood theaters 
may be helping themselves finan- 
cially by using advertising films 
and slides but they’re alienating 
the intelligent moviegoer. People 
shouldn’t have to pay $1.25 to see a 
movie and then be harangued by 
advertising such as a recent ex- 
ceedingly dull and lengthy Bell 
Telephone color short subject. An- 
other case in point was an an- 
nouncement that a theater was 
planning to give away a dozen dolls 
at a future Saturday afternoon 
matinee. Then followed an endless 
parade of slides, publicizing the 
generous merchants who were do- 
nating. dolls. All this and popcorn 
too. 

William A. Cornelius III, 
Michener and O’Connor Inc., 
Harrisburg, Pa. 


= a a 
Red Carpet Gets Workout 
To the Editor: As the saying 
goes, position is everything in life. 
Same page, same day, New York 


Se eS ee 
} gars oe . 


. me 

ii Trigler ealee people are tesined Sams fhe rod canpet. 
/ comes 

¢ FRIRIPLER & [0 te 

Hy “A MOST IMPORTANT DOOR FOR A MAN ” 

i CLOTNING . MATS . wa senpasued the 

A Eecabiated 1886 Simon Ackerman 
é MADISON AVENUE AT (0TH STREET . NEW YORE suid 


Times, Nov. 26. 

Tsk-tsk, Mr. Tripler, roll back 
the red carpet—here comes the 
man in the Simon Ackerman suit. 

Barney Abrams, 


Montreal. 
e e aa 
Here’s Further Reaction 


to Grenade ‘Toy’ Ad 

To the Editor: In my opinion 
the attached ad is a prime example 
of “Ads We Can Do Without.” 

The copy reads: “Get a real bang 
when you toss this replica of an 
Army grenade. Startle ex-G.l.s.” 
Only a sadist or a mentally un- 
balanced person could possibly en- 
joy this sort of “toy.” Can you 
imagine the reaction of an ex-G_I., 
someone who has seen his best 
friend or buddies killed and 
maimed by a grenade? Not only 
should this sort of advertising be 
eliminated but also the product it- 
self. 

This ad appeared in the Nov. 23 
Sunday Magazine section of the 
Chicago Tribune. While I realize 
that newspapers depend upon ads 
for their existence, they should not 
have to depend upon this type of 
advertising. 

' Anne Keleher, 

Media Department, McCann- 

Erickson Inc., Chicago. 

e 

To the Editor: May I submit the 
enclosed ad, culled from the pages 
of the Chicago Tribune Sunday 
Magazine, as an example of “sell” 
we can easily do without. 

Aside from the dubious educa- 
tional and/or fun value of ersatz 
grenades, I suspect their use to 
“startle ex-G.I.s” might be less 
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than appealing to those who have 
used them as something other than 
playthings. 
Surely there are other suitable 
gifts for Christmas. 
Morris M. Zuckerman, 
Copy Service Department, 
Standard Rate & Data Service, 
Evanston, II. 


Victim of a Typo 
Turns to Verse 
To the Editor: 
Your corner slot on page six- 
four 
Gave us a mighty hypo 
Despite the fact that we were 
made 
The victim of a typo. 
Our joyous flush was part slow 
burn; 
The man who runs your lino 
Had changed the noble name of 
Stern 
To some 
Stein - o. 
The difference twixt “i” and “r” 
Should not rate such a fuss, 
But rhymewise it’s the difference 
Twixt: 
bine and burn 
chine and churn 
dine and durn 
fine and fern 
kine and kirn 
line and learn 
pine and pirn 
tine and turn 
plus Stein and Stern 
And Oh! the difference to us! 
Oscar A. Bergman, 
Account Executive, Nelson 
Stern Advertising, Cleveland. 


unknown named 


Page 64. 


Adds Thought to Senate 
Subcommittee Report 


Nov. 17), you might well ask the 
following four questions: 


a dollar for advertising if he 
thought he could deliver his mes- 
sage some other way at less cost 
per message? 


2. Would the Senate subcommit- | 


tee freeze the efforts and invest- 
ment of car manufacturers to im- 
prove their cars through better 
engineering and design—at the 
same time they freeze the adver- 
tising of those values? 

3. If the only socially useful 
purpose of advertising is to expand 
the market, would toilet tissue 
manufacturers have any excuse 
for advertising, or would they have 
any reason to try to produce a bet- 
ter product worth advertising? 

4. It is considered proper and 
appropriate for senators to keep in 
touch with their constituents, 
mindful of the next election. Why 
should car manufacturers be de- 
nied the same right in election- 
eering for the next vote of 
the consumer in his choice of his 
next car? 

With the population predicted at 
200,000,000 in 1970, what’s all this 
talk about markets not expanding? 

Otto Kleppner, 

The Kleppner Co., New York. 


More Education Needed 

To the Editor: I wholeheartedly 
agree with your editorial view- 
point “The Senate and Auto Ad- 
vertising” (AA, Nov. 17), but 
would add, “It is painfully obvious 
that a lot of EDUCATIONAL work 
is needed in Washington.” It has 
become apparent that our law- 
makers have assumed the role of 
“wet nurse” to everybody and for 
everything under the sun. Their 
objective is to bring about a social 
leveling to that of the lowest rung 
on the ladder. Constantly do we 
hear politicians ridicule individual 


P.S. This refers to your reprint- | 
ing of our ad, Nov. 10 issue. top of | 


To the Editor: In addition to the, 
points well made in your alert edi- | 
torial on the Senate subcommit- | 
tee’s report on advertising (AA, | 


1. Would a manufacturer spend | 
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success, business and wealth. Little 
do they realize that governments 
spend billions of dollars for edu- 
cation and research to find uses 
for the abundance of our products 
so that all may enjoy the abundant 
life of which America is capable. 
We are galloping toward social- 
ism and communism (government 


control of the individual from the | 


|eradle to the grave) and too many 
|people are doing too little to pre- 
| vent it. 
| “A satiated mouth soon forgets 
the benefactor.” 
F. B. Trisko, 
Advertising Specialist, St. Paul. 
| . ~ - 
Give History a Break 
in Ad Illustration 
To the Editor: Andy Armstrong’s 
remarks on the Pan Am Clipper 
Carg ad (AA, Nov. 24) overlooked 
‘an element which struck me as 
deserving of comment. 
| In 1783, the date given in the 
_ caption, Louis XVI was just 29. 
| True, the king was a rather pon- 
‘iwebaas specimen, but a youngster 


in age, even by contemporary 
standards. As shown in this illus- 
tration, he is a man of—let’s say— 
65. 

For the sake of the educational 
value of advertising, Louis XVI 
might teach the chairman of the 
board that his advertising people 
ought to give historical personali- 
ties a break, including the unfortu- 
nate ones who got it in the neck. 

Jim Chichester, 
Donahue & Coe, New York. 
© * 
Roth Developed Canco’s 
Milk Carton Program 

To the Editor: Thanks very 
much for your news item, “Ameri- 
can Can Co. sets ‘shock’ Pre- 
mium Drives for Milk,” in your is- 
sue of Nov. 17, Page 52. 

We are, of course, pleased to see 
this item about our program, but 
would like to set your records 
straight on one point, namely that 
this milk carton campaign was de- 
veloped for us by our marketing 
agency, Roth Brothers & Co. of 
Chicago, who are also supervising 


its operation. Your item identifies 
Compton Advertising as our agen- 
cy. This is true, but Roth developed 
this program. 
J. Whitney King, 

Manager, Sales Promotion & 

Advertising, American Can 

Co., New York. 

. e ~ 


Will It Be ‘Iris Eyes’ 
on Ford Commercials? 

To the Editor: We see by the 
papers that Ford is now promoting 
their “Iris Eye” tail light. Any day 
we expect to hear the Ford radio 
commercials tooting “When Iris 
Eyes are Shining.” 

Edward Bozorth, 

St. Georges & Keyes, New 
York. 


Approves of Cheesecake 
as Sales Builder 

To the Editor: I disagree very 
strongly with Peter McKone and 
the editor’s note on the “immoral 
promotion” as illustrated in AA of 
Oct. 20. 


i ie 
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The young Hollywood starlet 
shown at that date along with the 
“Chipper” and “In the Air’ cheese- 
cake pictured in the Nov. 10 
(Page 78) AA are all good ex- 
amples of promotional material 
which have been proved to appeal 
to the public and move sales fig- 
ures upwards. 

As far as I am concerned, I 
would rather join the admen and 
business people who do not find 
the sight of a pretty girl revolting! 

Jacques Delangre, 

California Export Co., Los An- 

geles. 


unsurpassed 


Warwick TYPOGRAPHERS 
920 WASHINGTON * $7. LOUIS 1, MO 
Serving Clients in 43 States 
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“ORLON” and “DACRON” are trademarks, too 


REG. U. &. PAT. OFF. 


| REG. U. S. PAT. OFF. 


and to the trade. 


As this familiar signal of the football referee desig- 
nates that a score has been made, our trademarks 
designate the unique qualities and characteristics 
of our two modern-living fibers. “Orlon” designates 
our acrylic fiber ; “Dacron”, our polyester fiber. As 
we use and protect these trademarks, they become 


more meaningful and valuable both to consumers 


For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers De- 


partment, Section AA, Room N-5518, E. I. du Pont 


de Nemours & Co. (Inc.), Wilmington 98, D. aware. 


When using these trademarks, always remember to: 


Distinguish “Orion” and “ Dacron"’—Capitalize and use quotes or ital- 
ics, or otherwise distinguish by color, lettering, art work, etc 


Describe them—Use the phrase “Dacron” polyester fiber (or “Orlon" 


acrylic-fiber) at least once in any text. 


Designate them—In & footnote or otherwise, designate “Orion” as 
Du Pont’s trademark for its acrylic fiber and “Dacron” as Du Pont's 


trademark for its polyester fiber. 


TEXTILE FIBERS DEPARTMENT 


aU PONT 


RE6.u. 5. paT.OfF 


BETTER THINGS FOR BETTER LIVING. 


.'. THROUGH CHEMISTRY 
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Along the Media Path 


Ebony, which wound up a 30-city, 
tour of its “Fashion Fair” in San) 
Diego on Dec, 12, found the shows 
such a success that it plans a spring | 
series in cities not covered with the | 
fall and winter styles. This year’s 
show, valued at $100,000, featured 
fashions by major European and 
U. S. designers. The two-hour show 
is put on in each city for the ben-| 
efit of a local charity. 


e True has presented the original | 
painting for a December feature | 
called “Death in a December) 


Dawn” to the provincial archives | preview section, appearing on Sat-| 
of Nova Scotia. The painting de-|urdays, which gives the following 


picts the ship explosion incident | 
that triggered the World War I) 
Halifax disaster costing 1,600 lives. | 
e A brochure, “Don’t Let a Myth 
Rob You of School Market Sales,” | 
explains that school administra-| 


Galveston will be Southeast Texas, 
and San Antonio-Corpus Christi 
will become the South Texas edi- 
tion. 


e A monthly sales guide covering 


16 popular canned foods starts in| 


the November issue of Food Mer- 
chandising. The guide forecasts— 
for the next three months—the 
peaks and valleys of many grocery, 
meat and produce items. 


e The Daily Chronicle, Williman- 
tic, Conn., has started a new tv 


week’s regional tv programming. 


e Katz Agency has available to 
advertisers and agencies two new 
aids. These are “Spot Tv Adver- 
tising Cost Summary #24” and 
the “1959 Katz Calendar” for rapid 


tors are very much on the job dur-| calculation of expiration and re- 


ing July and August, that it is often 
in these months that decisions are 
made for school equipment. The 
brochure has been issued jointly 
-by three competitive magazines— 
American School Board Journal, 
Milwaukee; Nation’s Schools, Chi- 
cago, and School Executive—Edu- 
cational Business, New York. Each 


magazine is using its own covering | 


letter and mailing it to its own list. 
The brochure will differ only in 
the colors on the cover. It was pre- 
pared by the promotion department 
of Modern Hospital Publishing Co., 
Chicago, with the help of the other 
magazines. 


newal dates. 


e Foreseeing trouble when a Phil- 
adelphia stretch of the Schuylkill 
Expressway was opened, WPEN 
made arrangements with the city 
to offer copies of a pamphlet con- 
taining diagrams and information 
| about the expressway. The day aft- 
er the expressway opened, more 
than 50,000 requests for the dia- 
gram were received, the station 
reports. 


|e The Daily Record, Middletown, 
N.Y., is now publishing a second 
daily edition which is designed for 
readers in Sullivan and Ulster 


e A Business Week brochure, by 
means of a pull-over device when 
opened, shows the elevator “going 
up” in a skyscraper (using a strip 
of yellow beneath die-cut “win- 
dows”). The promotion piece is en- 
titled “Thanks for the Lift” and 
carries a testimonial by Bob Wag- 
ner, general manager of the ele- 
vator division of Westinghouse 
Electric Corp. 


e Adam Young Inc. has released 
an updated version of the compa- 
ny’s continuing study of radio au- 
dience trends in major markets. 
The new study supplements simi- 
lar ones released in 1956 and 1957 
and shows that non-network sta- 
tions are first in 20 of the coun- 
try’s top 25 markets. 


e The Chicago Tribune has started 
showing a new promotion movie 
called “Force.” The color film is 
designed for showing in agency 
conference rooms and at a series 
of luncheon meetings. 


e A special 110-page salute to the 
25th anniversary of the repeal of 


prohibition appears in the Silver | 
Anniversary Edition of the Blue} 
Book annual of Beverage Media,|¥ 


published Nov. 25. 
e Hitchcock Publishing Co. has 


dedicated its new $350,000 building | @ 


in Wheaton, Ill. The building was 


|counties in the Catskill region of 
New York—making it the only 
daily newspaper serving that area, 
the Record says. 


e With its Dec. 4 broadcast, 
WMCA, New York, started a new 
educational! series—this one dealing 
with critical political tensions in 
“troubled zones” of the world. The 
weekly programs (Thursdays from 
8:05 to 8:30) are given in coopera- 
tion with the Metropolitan Educa- 
tional Television Assn. The radio 
course is entitled “World in Crisis” 
and is conducted by Dr. John G. 
Stoessinger, of Hunter College. 


e “Young Fashion Finds,” an ed- 
ucational aid designed to broaden 
the impact of products advertised 
in McCall’s to the teen market, has 
been mailed by the magazine to 
44,000 home economics teachers. It 
is designed for use as a discussion 
guide in classrooms. 


e On Jan. 2, the Chicago Daily 


started last spring (AA, March} Be 


24) and the move into the build-| § 
ing is scheduled to be completed | 


on Dec. 19. 


e A new brochure by Armed 
Forces Management breaks down 
its controlled circulation by the 


branch of service and job function | tg 


of the recipients and includes fore- 


casts of the growth of the military | | 


budget. Armed Forces says it is 
“the magazine that helps you sell 
the $45,000,000 military market.” 


e TV Guide will change the names 
of its three regional editions pub- 
lished in Texas effective with the 
Jan. 3 issues. The Dallas-Fort 
Worth edition will be known as the 
North Texas edition; Houston- 


ANTICS—Rege Cordic, of “Cordic & 
Co.,” KDKA, Pittsburgh, origina- 
tor of Olde Frothingslosh pale stale 
ale (AA, Nov. 19, °56), crowns 
Mary Walker as “Miss Brick 
Throw of 1959.” “Brick throwing,” 
a sport, will have its own maga- 
zine, “Thud,” Mr. Cordic insists. 


| 
| 
| 


ming in the mornings with these 


News will publish a special “Busi- | 
ness & Industry Forecast’ issue. | 
On Jan. 17, the News will publish | 
its annual auto show issue. 


e Another cut-out mailing piece 
by Holiday is in the form of a 
|rocking horse which bears a mes- 
| sage: “Let’s talk horse sense about 
|horseless carriages.” The message 
| points out that in 1958 26 makes of 
| autos were advertised in Holiday’s 
|pages; only six makes were pro- 
moted in the magazine in 1946. 


e A week of periodic spots urging 
listeners to write and say so if 
they liked WNCN programming, 
|brought 5,000 pieces of mail, the 
New York fm station reports. 


e The New York Herald Tribune’s 
Port of Chicago supplement, sched- 
uled for publication Dec. 5 (AA, 
Nov. 17), has been postponed to 
Jan. 27. 


e The Detroit News will sponsor 
the inaugural Michigan Ski Meet, 
Jan. 10-11. The event will be open 
to all amateur skiers and the News 
will offer 24 awards in eight entry 
divisions. 


e Geyer-McAllister Publications, 
New York, says that four of the 
five business magazines and direc- 
tories published by the company 
chalked up in 1958 the highest sales 
figures in its 8l-year history. In 
celebration the company has de- 
clared a Christmas bonus for non- 
commission employes. 


e Department of New Laurels: 

Electronic Industries reports a 
40-page increase in 1958 advertis- 
ing pages over 1957, an increase of 
3.25%. 

The Thanksgiving Day issue of 
the Democrat & Chronicle, Roches- 
ter, N.Y., was the largest weekday 
issue in the newspaper’s 126-year 
history and was 20% larger than 
last year. It carried more than 322,- 
000 lines in 184 pages. 

Sports Illustrated reports that in 
1958 it ran 116 ad pages more than 
in 1957 and that revenue gained 
about $3,000,000—47% ahead of 
ilast year’s dollar total. Orders on 
the books for January are 55% 
|ahead of a year ago, the magazine 
says. 

WTOP, Washington, was hon- 
ored for its news coverage of the 
launching of the first U.S. Explor- 
er on Jan. 31 by the Radio-TV 
News Directors Assn. and the Me- 
dill school of journalism, North- 
western University, Evanston, Ill. 
The Distinguished Achievement 
Trophy was awarded for the “best 
coverage of a news story broadcast 
in 1958.” 

Reader’s Digest reports that its 
US. edition will end 1958 with an 
18% gain in ad revenue and an 
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SEPTETTE—KFAB, Omaha, promoted its swing to good music program- 


nightgowned girls bearing “Wake 


Up” signs. 


8.1% gain in page volume. In 1958 
the Digest carried 603 pages of ad- 
vertising—45 more than in 1957. 
These totals do not include the 
magazine’s western edition, start- 
ed last April. This edition carried 
53 pages of regional advertising 
worth $432,336. The Digest has 
also announced that it will accept 
half pages in the U.S. edition for 
the first time next year. 

October was the 60th consecu- 
tive issue of Redbook to set a new 
total circulation record for the in- 
dividual month with a total of 2,- 
| 681,000, a gain of 5.3% over Octo- 
ber last year. 

The Philadelphia Inquirer’s 
Thanksgiving Day issue was the 
largest daily issue it ever pub- 
lished. It contained more than 210,- 
000 lines of advertising in 108 
pages. 

WFMT, Chicago fine arts station, 
has been chosen “the radio station 
that best served youth” by the 
Thomas Alva Edison Foundation. 
The award was a scroll commend- 
ing the station’s activities and an 
Edison scholarship of $1,000 to be 
awarded by WF MT to a high school 
senior in the Chicago area for col- 
lege education. 

The Atlanta Journal & Constitu- 
tion reports that its annual after- 
Thanksgiving sales and clearance 
issue hit an alltime high in ad lin- 
age for this issue. The combined 
holiday issue consisted of 168 pag- 
es, up 16 over last year, and car- 
ried 327,460 lines of retail adver- 
tising—an increase of 29,140 lines 
over last year. The total linage of 
the 1958 issue was 349,138 lines. 

Sports Cars Illustrated reports 
an increase of 41.6% in ad linage 
for 1958 over 1957. The publication 
also says that its December issue 
has the highest linage in its his- 
tory with a total of 33.5 pages of 
advertising. 

Parents’ Magazine starts 1959 
with gains in both linage and reve- 
nue. The January issue shows a 
15.44% gain in the number of ad- 
vertising pages and a 16.34% gain 
in revenue over 1958. # 


Greenhaw & Rush Gains Four 

Greenhaw & Rush, Memphis, 
has acquired four new accounts. 
They are the meats division of 
Delta & Pine Land Co., Scott, 
Miss.; the Memphis-headquartered 
Admiral Benbow Inn restaurant 
chain; Berry Hydraulics, Corinth, 
Miss., a division of Oliver Tyrone 
Corp., and Webster Pharmaceuti- 
cal Co., Memphis. 


X-tra Cola to Black & Musen 
X-tra Cola Co. has appointed 
Black & Musen, Springfield, Mass., 
to handle its advertising. The com- 
pany will use newspapers, business 
publications, direct mail and point 
of purchase material in a campaign 
now being prepared by the agency. 


Supermart Ways 
Called Sales Aid 
for All Retailers 


New York, Dec. 9—Retailers 
could increase their 1959 business 
15% to 25% in three to six months 
by adopting supermarket selling 
techniques, according to Stanley 
Arnold. 

Mr. Arnold, formerly sales pro- 
motion head of Young & Rubicam 
and now head of his own market- 
ing and sales management consult- 
ing company, made this statement 
last week at a breakfast meeting 
of the Popular Price Shoe Show of 
America. 

Surveys show that 42% of su- 
permarket purchases are made on 
impulse, he pointed out. Super- 
markets have developed many new 
dramatic techniques to stimulate 
such sales, and these same tech- 
niques can be used by other re- 
tailers, he said. 


® Among the specific suggestions 
he cited: 


e Too many retailers have not 
learned the supermarket lesson of 
getting items or merchandise out 
where customers can see, touch 
and handle them. Too few retailers 
are aware of the possibility of dis- 
playing items in unconventional, 
unexpected places (at or. near 
check-out counters, for example) 
where customers can get the de- 
sire for them. 


e Many retailers fail to tie in ef- 
fectively with national promotions. 
They fail to carry merchandise be- 
ing given national promotion at the 
time such activities can produce 
the most sales. 


e More retailers should get out on 
the floor and see what people 
want—take a cue from the food 
manufacturers who hire huge 
staffs for the specific purpose of 
visiting supermarkets to interview 
managers and ask women about 
products. 


e Retailers should adopt such suc- 
cessful supermarket devices as co- 
ordinated and tie-in sales, special 
deals, dramatic selling events and 
“what’s new” counters. + 


Monsanto Promotes W. B. 
Toulouse, C. L. Grisham 
Monsanto Chemical Co., St. 
Louis, has appointed William B. 
Toulouse corporate advertising 
manager, effective Dec. 15, suc- 


William Toulouse 


Charles Grisham 


ceeding H. C. Holmes, who has 
resigned. 

Charles L. Grisham, now as- 
sistant ad manager of the com- 
pany’s organic chemicals division, 
will succeed Mr. Toulouse as in- 
organic chemicals division ad man- 
ager. 


Salinger Opens Own Agency 
Edward B. Salinger has opened 
his own advertising agency with 
headquarters at R.F.D. 3, Box 278, 
Gardnertown Rd., Newburgh, N.Y. 
Among the accounts being serviced 
are Monarch Metals Products and 
Diamond Candle Co., both New- 
burgh, and Ideal Wrapping Ma- 
chine Co., Middletown, N.Y. Mr. 
Salinger formerly was in charge 
of direct mail at General Slicing 
Machine Co., Walden, N.Y. 
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Truckers Revive Suit 
Against Railroad Group 

The Pennsylvania Motor Truck 
Assn, and 37 trucking companies 
have revived their multi-million 
dollar damage suit against the 
Eastern Railroad Presidents Assn. 
and 31 railroads in a cross-appeal 
in U.S. district court of appeal in 
Philadelphia. 

The truckers seek to set aside a 
district court order which award- 
ed individual trucking companies 


= nominal 6¢ damages. The original 


= |award also enjoined the railroad 


== |and Carl Byoir Associates, New 
“= |York pr company, from “haras- 


= sing” the trucking industry. 


= Cox Joins Thomson Company 


INFORMATIVE—Shown here is the 
first page of an article, “The Eco- 
nomic Function of Advertising,” 
appearing in America Illustrated 
for November. The author, Carl 
Rieser, explains advertising—uU. S. 
style—to Russian readers. 


Economy Is Primary 
Lure of Fiber Cans, 
Package Study Shows 


New York, Dec. 9—A packaging 
change trend toward fiber cans be- 
cause of the economy and product 
protection they offer is depicted in 
a new study by the Better Packag- 
ing Advisory Council. 

The council surveyed 800 drug, 


food, chemical, toy and hardware 


manufacturers that now use fiber 
cans. Of these, 6% converted to 
fiber cans in the last year, the 
council learned, while 24% con- 
verted within the past five years. 
Another 24% have been using fiber 
cans for six to ten years, 26% have 
been using them for 11 to 20 years, 
and 20% have been using them for 
more than 20 years. 


= Of the companies, 28% had pre- 
viously used paper cartons and 
boxes; 22.7% had used metal cans; 
15.5% had used corrugated cartons 
and boxes; 9.3% had used wood 
packages and spools; 7.2% paper, 
cotton or burlap bags; 5.1% glass; 
5% envelopes, and 7.2% other ma- 
terials. 

When asked why they selected 
fiber cans for their packaging, 52% 
of the companies cited the economy 
of the container; while 30% cited 
economy of shipping. Better prod- 
uct protection was mentioned by 
35%; 25% mentioned opening and 
closing convenience. Another 25% 
mentioned better appearance. 

Durability was noted by 24%, 
facility of labeling and sealing by 
22% and better display possibilities 
by 19%. Other factors mentioned 
were greater consumer acceptance, 
possibilities of mechanical filling 
and tamper-proof quality. The total 
is more than 100% because most 
manufacturers cited more than one 
reason for choosing fiber cans. # 


Henry Holt Opens in Cleveland 

Henry Holt & Co. has opened 
a Cleveland office at 4500 Euclid 
Ave. for its magazine division, 
which publishes Field & Stream, 
Popular Gardening, New Homes 
Guide and Home Modernizing 
Guide. Norman W. Smith, formerly 
with the company’s New York of- 
fice, has been named manager of 
the Cleveland operation. 


fe » WESTERN HORSEMAN 
SS 


) Buy Regional Coverage 
) Separately — California, 
\ Washington, Oregon 
ZI t fi (2) 21,000 ABC Circulation 
A. \ Yo} Page Rate, $220.00 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


G. Robert Cox, formerly an ac- 


= count executive and a member of 
~ |the mew business team of J. M. 


Lord Inc., Boston, has been named 
advertising manager of Judson L. 
Thomson Mfg. Co., Waltham, 


Mass., manufacturer of rivets and 


rivet setting machines. 


Get more sales at lower cost 
through CONCENTRATION in 


Rae wae ws ms ite we ae ea ew SS 


LA PRESSE 


DAILY AND ROTOGRAVURE 
U.S. REPRESENTATIVES: SHANNON & ASSOCIATES, INC. 


fA ae 


HEAD OFFICE: MONTREAL, CANADA 


Copyright 1958, International Paper Company 


Christmas 1958 


his Christmas, when we again pav 
homage to the Prince of Peace, let 
us be mindful of the words of Haru, 

Se “Tv Soul doth magnify the Lord 
and mu spirit hath rejoiced in God, mu Saviour?’ 
SAA dn our spiritual devotions, let us rejoice 
In our Heavenly Father and His Son, Fesus 
Christ. On this great dav of gladness, Iet us 
prav to Him to keep us steadfast in our faith 
and to be worthy Christians in the fight against 
godiessness. AAALet us give thanks to God 
for our manu blessings and for our great nation 
of free peoples. Let us pray for those who 
are oppressed, for the sick and those with grief. 
AAAAGAIN, let us beseech Him to give cour- 
age, strength and wisdom to our spiritual and 
governmental leaders in their efforts to bring 
peace, unity and understanding to all nations. 


INTERNATIONAL PAPER COMPANY 
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But Rules 
Are Made 


To Be Broken! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


Every rule has an exception—even 
the one that says there’s no such 


one medium alone sells the biggest 


country! The medium? Radio Sta- 
tion WDIA—first station in the area 
to program exclusively to Negroes! 
The market—the 1,237,686 Negroes 
in WDIA’s listening pattern! 


BIGGEST BUYING INCOME! 


Within WDIA’s radius is almost 
one-tenth of the Negro population 
of the entire United States. And 
you can’t reach this big buying | 
market with any other medium! 
Negro newspaper and magazine 
readership is low. Television set 
ownership is low. And you don’t 
reach the Memphis Negro with any 
other radio station, because he lis- 
tens first and foremost to WDIA. 
Then buys the products he hears 
advertised on his station! That’s 
proof positive that WDIA’s unique 
combination of personal appeal and | 
high powered salesmanship pays 
off big! 


And it’s not just a big market. 
It’s a healthy, growing market! 
Negroes—who make up 40% of the 
Memphis market—have contribut- 
ed greatly to the steadily prosper- 
ing economy of the Memphis area. 


IT’S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% 
more rating points than the 
next-ranking station! 


Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 74.1 


Negroes in WDIA’s big listening- 
buying audience spend, on the av- 
erage, 80% of their $616,294,100 
income on consumer goods. Last 
year, Negroes bought 61.3% of all 
the flour sold in Memphis . . 
47.9% of the sugar .. . 52.7% of 
the face powder! 


WDIA’s national advertisers in- 
clude: GROVE’S BROMO QUI- 
NINE... COLGATE PALMOLIVE 
COMPANY... LEVER BROTH- 
ERS ... MILLER’S HIGH LIFE 
BEER ... KROGER STORES . 
WRIGLEY’S SPEARMINT 
TAYSTEE BREAD. 


These—and scores of other ad- 
vertisers—have found: When sell- 
ing the Memphis Negro market, 
you’ve got a sure thing with WDIA! 
Why not drop us a line today? Let 
us tell you about WDIA’s proof of 
performance in your own line! 


WDIA is represented nationally 
by John E. Pearson Company. 


EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, JR., Sales Manager 


ES AE LEE LI II rs 


Versatile Adman . 


| Not all admen while away their 
jevenings writing sensational nov- 


els about advertising. Jeremy 
Gury, creative director of Ted 
|Bates & Co., has been spending 


lhis off hours writing a book of 
verse about a wacky old lady 
jcalled Aunt Tuddy and her main 
jsocial outlet, The Department) 
| Store. | 
The book got its start a year 
jand a half ago when Max Hess, 
|exuberant head of Hess Bros., Al- 


Jeremy Gury 


ers should not be well qualified 
for the mastery of other means 
of expression.” In fact he has 
found that “ad writing develops a 
discipline and technical compe- 
tence that well equip a person to go 
out and do other things.” 


® As one example, he cites the! 


detailed knowledge of word 
sounds, acquired in ad writing, 
which stood him in good stead 
when he started writing his opera 


lentown, Pa., decided he wanted ajand had to think about such 
|book written “that would do for things as using words ending in 
department stores what the ‘El-/| vowels. 


thing as a sure thing! Because, here | 
is a sure thing: One medium and | 


market of its kind in the entire | 


loise’ books did for the Hotel | 
Plaza.” 

He commissioned Mr. Gury to 
write such a tale, in collabora- 
tion with Hilary Knight, illustrator 
\of “Eloise.” When the manu- 
script was finished, it was sent 
jover to Random House, where 
|Bennett Cerf bought it literally 
| overnight. 
| “The Wonderful World of Aunt | 
| Tuddy” tells of Aunt Tuddy’s un- 
/ending delight in The Department 
Store, where she spends six or 
eight hours a day buying practi- 
cally nothing. In fact at one point 
in the book, The Department Store 
figures out that it costs “some- | 
thing like $11,000 a year just to 
have Aunt Tuddy for a customer.” | 


® This is not Mr. Gury’s first pub- 
lishing venture. His novels and 
short stories have appeared fre-| 
quently in Redbook and McCall’s. | 
|His first screen play, “The Num-_| 
|ber One,” written last year, has| 
been purchased by Columbia Pic- 
tures. 

Four years ago, he and William | 
Schuman, president of Juilliard 
School of Music, wrote a full-| 
length opera, “The Mighty Casey,” | 
which was presented on “Omni- 
bus” (then at ABC-TV). He and 
Mr. Schuman are currently at work 
on a large-scale Christmas cantata 
for philharmonic orchestra and 
chorus. He’s also written a fre- 
quently-produced musical play for 
children, “The Hither and Thither 
of Danny Dither.” 

Obviously Mr. Gury believes it’s | 
“nonsense that advertising writ- | 


| 


| says. 


|with novels in preparation,” 


“Somebody really ought to in- 


|vestigate the private creative 


lives of advertising people,” he 
“They’d get quite a shock 
Rosser Reeves writes elegant and 
sensitive poetry. Of my staff of 40 
tough, hardened young writers, 
there are at least three (Frank 
Taubes, Harry Nye and Bob Loeb) 


Jeremy Gury 


he 
told ADVERTISING AGE. 


s Although writing is his chief 


‘hobby and “most fascinating vo- 


cation,” Mr. Gury finds that sculp- 


|ture, particularly in hard wood, 
\“is the most absorbing occupation 


of all. 
“I can sculpt for hours without 


|noticing the passage of time,” he 


: | at RAPID ART SERVICE, 204 East 45t Street 


N.Y.17, where the finest art staff 
sits down alongside 


the best production 
facilities and 


vy ai a . 


| 
| 


;one beagle, 


“For me, sculpture is almost like a drug.” 


says. 


As a time saver, since he’s only | 


a once-in-awhile sculptor, he’s 
adapted a pneumatic hammer 
(usually used to chip rust off 
ships) to trim down large chunks 
of wood, enabling him to get down 
to business quickly with the tradi- 
tional chisel and mallet. 

Mr. Gury lives with his wife 
and two children in a house set in 
an apple orchard in Somers, New 
York. Other members of the house- 
hold are one sheep dog, one poodle, 
three Siamese cats, 
two horses, two rabbits (“big as 
hounds”), two parakeets, one large 
turtle, and two tanks of tropical 
fish. + 


| 
Engineering Groups Merge 


American Society of Heating, 


| Refrigerating & Air Conditioning | 


Engineers, New York, has been! 
| formed in a merger of the Amer-| 
ican Society of Heating & Air | 
Conditioning Engineers and the 


| American Society of AD al ed 
Engineers. Official publications of | 


each group are expected to con- 
tinue—Heating, Ventilating, Air 
Conditioning Guide, an annual, 
and Refrigerating Engineering, a 
monthly. 


‘Mirror News’ Boosts Magwood 

Warren S. (Phil) Magwood, as- 
sistant to the display advertising 
manager of the Los Angeles Even- 
ing Mirror News, has been promo- 


ted to display advertising man-| 


ager. He succeeds Thomas Milton, 
who has resigned to establish his 
own business. 


Dellar Begins Brokerage 

Lincoln Dellar & Co., a new 
business brokerage company spe- 
cializing in the broadcast industry, 
has opened at 1470 E. Valley Rd., 
Santa Barbara, Cal. The company 
will deal in radio and tv properties 
|in western states, and R. C. Crisler 
& Co., New York, will function as 
its eastern affiliate. Mr. Dellar, a 
veteran radio and tv station owner 
jand operator, sold his radio-tv 
‘holdings this year before opening 
his new business. 


Campbell Sets Recipe Ad 


A new recipe booklet will be 
|the basis of a page ad for Camp- 
|bell Soup Co.’s Franco-American 
beef gravy in the January issue of 
|Ladies’ Home Journal. The book- 
let, “New Ways to Cook with 
|Beef Gravy,” can be removed and 
kept for future use. Leo Burnett 
'Co. is the agency. 


Slack Joins Beach Holding 
Kermit T. Slack, vp in charge 
‘of creative activities of August 
Burghard Inc., Fort Lauderdale, 
i\Fla., has been named _ general 
sales and advertising manager of 
the Beach Holding Co., land devel- 
oper of Boca Raton. 


“Tired Blood?” 


Let Bott give your advertising a FRESH 
approach, rejuvenating that stale theme 
and worn-out copy. Phone HA 17-9187. 


“That Fellow Bott” © 
| Leo P. Bott, Jr., 64 E. Jackson, an 
8 -oreeorcrmmanmmtmian 


for that extra 


PUNCH.. 


: »" Re, ia : ar 


Add the impact of color to the power of 
newspaper advertising in the great 
Fort Wayne, Ind., 15-county market and 
you've got a promotional punch that's 
bound to bring results. Try it this fall 
and see for yourself. Spot (any color) 
and full color available 7 days a week. 
Samples on request. 


FORT WAYNE NEWSPAPERS, INC., Agent 
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Department Store Sales... 


7% Gain Reported 


WASHINGTON, Dec. 11—Depart- 
ment store sales across the US. 
during the week ended Dec. 6 were 
7% ahead of sales for the similar 
week of 1957, the Federal Reserve 
Board reported today. 

For the four weeks ended that 
date sales were 3% ahead of the 
same period for the previous year 
and sales for the year to date 
showed no change. 


® Of the 12 FRB districts, only 
two reported sales running behind 
the previous year for the week 
ended Dec. 6: Boston, 1%, and 
Minneapolis, 2%. The remaining 
districts reported gains as follows: 
New York, 9%; Philadelphia, 19%; 
Cleveland, 4%; Richmond, 16%; 
Atlanta, 1%; Chicago, 3%; St. Lou- 
is, 9%; Kansas City, 6%; Dallas, 
2%, and San Francisco, 6%. 

A detailed breakdown of the 
sales for the Dec. 6 week will be 
available early next week. For the 
two weeks prior to that date sales 
were as follows: 


% Change from '57 
Week Ending 


f°  DeCWOR  ciiecnnncum.. ae +14 
r—Revised. *Data not available. | 
| | 


e ’ * . 
in Dec. 6 Week — "zee Buy ‘Bold Venture FREE 32-page Handbook just Off the Press 
° Ziv Television Programs’ syndi- 
cated series, “Bold Venture,” has 
a indi sheiauatdadiebceeadG +9 +39) 4404 thoes qpomeors. Armour &| Explains the Secrets of Nationwide House-to-House Selling Success 
baits District. ya al has Bought the series in seven ma: | Hs"ss the new edition, extensively revised and rewriten, of the only complete 
Metropolitan Areas jor markets; P. Ballantine & Sons,|| ondbook of Direct Selling . . . shows why new trends in consumer buying are 

ll Sibi cebchac tudes sclanebeihaelets & ’ : : Newark (William Esty Co.), for|| opening up relatively non-competitive markets for o wide variety of products and 
Fort Worth mgr + 3/22 mar kets, and G. Heileman services, old and new . . . explains how manufacturers and national distributors 
San Antonio. —— + : + ‘ Aaeartiiegs orveras Siauee. have INS on the rapidly expanding national habit of egy ta oe 

San Francisco District ........ - +10 &+ 6) orn cities. why many firms are turning to Direct Selling to protect sound profit structures 
i hanes Beach +12 46 . and expand sales without big budget spending. 

Wenelte ta Amntcles +1 7 7) Rice Succeeds Thomas Send today for a free copy of the 1959 edition of “The Quickest Way to National 
Sacramento .................- wm $20 +12) J OB. Thomas, manager of the Sales" and learn why this powerful nationwide distribution force adds volume 
San DieBO  erecsreeesseoereeeens . +16 +10) Reader’s Digest Los Angeles office : : 
= “a t : + : and associate ad director for the fast, perils no part of present over-the-counter retail sales, can be tested virtually 
Pee teal aie rl: 0 __ 1| West Coast, will retire Dec. 31. Mr. cost free. Just pin, paste or staple this ad to your letterhead and mail to: 
San Jose .... .. +20 +4 8| Thomas has been with the Digest SPECIALTY SALESMAN MAGAZINE, Room 812-12, 307 N. Michigan Ave., 
eng ee eversessoosons wcesseee Oo 8 +8 since 1942. He is succeeded by Chicago 1, Il. 

Seattle. 3 410|Frank W. Rice, of the magazine's 
Spokane ............... a ee 412 4 6 advertising staff. 


Federal Reserve Nov. Nev. 
District, Area, and City 22 29 
UNITED STATES .... nl le +1 
Besten District .................... —2 +4 
Metropolitan Areas | 
| _—! + 5) 
Downtown Boston ............. —8 — 5) 
Suburban Boston .............. +13 424 
Cambridge ................. % 0 +19 
+10 +22 
—10 — 6 
Springfield ................ —4 +2 
New York District ........ a —1 0 
Metropolitan Areas 
ae r— 5 —14 
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Metropolitan Areas 
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| | +++++4++ 


Cincinnati 
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Downtown Cleveland — 
IEE “sasercsctersdsnicnpnatt — 
| | 15 —l1 
Youngstown .. ER —10 —20 
an iileniintnenane -13 — 9 
ID bet ini ritiecesiindsesets — 3 —10 
Downtown Pittsburgh . —3 
Wheeling-Steubenville ... + 6 —16 
Richmond District .................. —t1 
Metropolitan Areas 
Washington _ ..................... 
Downtown Washington .. 
TI  sitetertenctttrrsieionieene 
Downtown Baltimore ... — 
pO, eee -- 
Atlanta District .................... <P 
Metropolitan Areas 
Birmingham. .............. ae 
+ 


a4 
| + 


i 
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The 

St. Petersburg Times 
now has the 

largest circulation 

of any newspaper in 
the zooming 


Billion-Dollar 


ST. PETERSBURG*-TAMPA 


“i 


Metropolitan 


Market 
St. Petersburg Times 


Metropolitan Market Circulation 


84,744°° 


Tampa Tribune 
P.S. Also... did you know 
... St. Petersburg Metropolitan Market Circulation . 


(Pinellas County, Florida) a« 
eneaie” 80,381 


“Biggest Half’ of 
the Metropolitan 


arket.. . with retail 
ae # _ St. Petersburg Times 


$453,768,000* * * FLORIDA’S BEST NEWSPAPER 


* Pinellas-Hillsborough Counties Represented by 


** Annual Audit Repoft of the ABC The Branham Company 
+++ Sales Management, May 10, 1958 
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“Concentrated Coverage 
in Depth’’ . 


Kenneth Geist, Director of Purchases, 


Allis Chalmers Mfg. Co. 


“Purchasing Week, with its easy-to-read format, gives maximum information with 
a definite saving of reading time. It is of particular interest in that it draws 
upon the services of other McGraw-Hill editors for authoritative stories 
in their fields of specialization. Because of this, purchasing executives can get 
vital facts on specific industries. What’s more, PURCHASING WEEK is always 
up-to-date with news that is meaningful to purchasing agents. We like the 


idea of getting information in depth, written especially for purchasing executives.” 


Covering the procurement front... 


by reporting the latest news in the main interest areas of purchasing: price and 
supply trends; new materials, processes and products; national and 
international economic conditions—and more. Its concentration on the 


informational needs of purchasing men gives you an interested, responsive 


audience for your sales messages—every week of the year. 


In the language of purchasing... 


17 full-time editors gather, screen, interpret, disseminate a world-wide stream 


ge 


of purchasing intelligence. 550 business-specialist editors at home and abroad... 
the McGraw-Hill Department of Economics . . . regional editors, all combine 


if to keep the information, trends and statistics in line with the latest developments. 


With vital information for your customers... 
key purchasing executives throughout industry read and rely on PURCHASING WEEK 
-. as their one complete source of accurate, concise, meaningful information. 
‘ Your advertising, concentrated in PURCHASING WEEK, will be... 
calling every week on the man your salesman must contact. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Co., Inc.. 330 West 42nd Street, New York 36, N.Y. 
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Hi-Sign Offered 
to Beat U. S. 
Outdoor Rules 


New York, Dec. 9—A new type 
of outdoor “spectacular” has been 
designed to meet the new restric- 
tions on outdoor advertising along 
federal aid highways and heavy 
traffic arteries. 

Called Land-Mark Hi-Sign, it 
is 100’ wide and 80’ high and has 
a space area reportedly 24 times 
as big as a 24-sheet poster. It is 
constructed of two aluminum tow- 
ers and uses the suspension bridge 
principle to support a network of 
cables on which the advertiser’s 
message is hung. 

The patent is held by Land- 
Mark Advertising. Sales and pro- 
motion of the new medium will 
be conducted by Woods, Donegan 
& Co., 48 W. 48th St. Carey Done- 
gan is sales director. 

The new outdoor structure, Mr. 
Donegan says, has had the benefit 
of design and engineering cooper- 
ation of the Reynolds Metals Co., 
which is already a Hi-Sign adver- 
tiser. It is currently using a Hi- 
Sign structure at Romulus, Mich., 
just outside of Detroit. Of that 
sign, Mr. Donegan said, problems 
that might arise from wind and 
weather variations on such a large 
surface have been engineered out 
of the structure. 

Howard Scott, an independent 
poster consultant and designer, 
known for his work with 24-sheet 
posters, has been retained as a 
special consultant by Land-Mark 
Advertising, Mr. Donegan said. 


® Each sign, he said, will be spe- 
cially constructed for each adver- 
tiser, according to the require- 
ments of each job. For that reason, 
because of the unique nature of 
the sign, and because locations 
in most instances will have to be 
negotiated, Mr. Donegan said it 
is impossible to be specific about 
the cost. He added that the new 
signs will necessarily sell at a 
premium, but each will eventually 
be set up on a traffic count basis. 

“There is nothing like the Hi- 


Sign,” Mr. Donegan stated. “It can) 
be set up 2,000’ from a highway | 


and still be visible on the highway 
at great distances. Just one sign 
can represent a powerful appeal 
in many market areas, and can 
have a dominating effect in large 
market areas. 

“It can be placed well beyond 
the setback requirements along 
most highways,” he said, “and not 
jeopardize its visibility or reada- 
bility. But we have no intention of 
placing these signs in any locations 
that will be harmful in any way 
to the public. We will exercise 
good taste and discretion in the 
matter.” 


= Mr. Donegan said that Reynolds 
Metals Co.’s interest in the new 
enterprise is both that of an ad- 
vertiser and of a producer of the 
aluminum products that will be 
used in the signs. Land-Mark is 
owned by a syndicate headed by 
Bernard I. Bulkley, a Washington 
financier. + 


]. G. Kelly Names Two 

J. G. Kelly Co., Buffalo agency, 
has appointed Andrew Liberty 
copy director of printed media 
and Leslie Martin Jr. radio-tv 
production director. Mr. Liberty 
formerly was product ad manager 
of National Gypsum Co. Mr. 
Martin formerly was with WSYR- 
TV, Syracuse. 


Carr Liggett Adds Ferry 

Carr Liggett Advertising, Cleve- 
land, has been appointed to handle 
advertising for Ferry Cap & Set 
Screw Co., Cleveland. 


SuR-PRIZE—Joseph Maguire, exec vp of Botsford, Constantine & 

Gardner, Seattle, drove off with the first prize—a red Karmin Ghia 

sports sedan—in a contest sponsored by Columbia Empire Radio 

Stations, an organization of eastern Washington stations. Jack Goetz, 

KIT, Yakima, and master of ceremonies for the presentation lunch- 
eon, tells Mr. Maguire the car is for his wife. 


Admen Best Able to 
Spark Integrated 
Marketing: Pfeifer 


Cuicaco, Dec. 9—The advertis- 
ing executives of a company are 
the ones best equipped to formulate 
and promote an integrated mar- 
keting operation. But taking this 
lead also means extensive new 
management responsibilities for 
the admen. 

These points were made here last 
night by G. H. Pfeifer, sales pro- 
motion and advertising manager of 
Chain Belt Co., Milwaukee, in a 
talk before the National Industrial 
Advertisers Assn. Chicago chapter. 

The adman, Mr. Pfeifer said, “‘is 
one of the few people who is in 
touch with all manufacturing divi- 
sions, all sales personnel, all mar- 
kets. He must regularly integrate 
advertising and promotion with all 
other merchandising activities in 
all markets. It is a logical step,” 
he asserted, “from integrating ad- 
vertising, promotion and merchan- 
dising to complete integrated mar- 
keting. 


s “Of course,” Mr. Pfeifer cau- 
tioned, “this isn’t something that 
you can promote without also tak- 
ing on some extra work. You must 
know more about your company’s 
business than you ever did before. 
You have to become a better all- 
aroun@® merchandising man. You 
have to understand more about the 
design of your products, their costs 
and their price structure. You'll 
have to get closer to the customer 
out in the field, know his problems 
and relate them to your own. 

“It all adds up to the fact that 
you'll have to be a manager, prob- 
ably more than being an advertis- 
ing or promotion man,” Mr. Pfeif- 
er said. 

Integrated marketing means 
more work for the agency too, he 
pointed out. Agencies in the in- 
tegrated marketing plan must offer 
services they never offered before 
and become involved in the client’s 
business more than before. And to 
do this, Mr. Pfeifer said, they must 
become full-fledged members of a 
company’s marketing team. 


= Chain Belt—which markets a 
wide range of chains, power trans- 
mission units, material handling 
equipment, waste treatment equip- 
ment and other industrial prod- 
ucts—adopted the marketing con- 
cept about 18 months ago. Its 
marketing program, Mr. Pfeifer 
explained, centers around a mar- 
keting council which meets bi- 
monthly. 

Membership in the council con- 
sists of the sales promotion and 
ad manager, five divisional sales 
managers, the trade relations man- 
ager, the market analyst, the ex- 
port manager, a market develop- 
ment manager and the supervisor 
of distributor sales. The agency, 
Mr. Pfeifer explained, sits with the 
council as a “permanent guest,” 


the same status given Chain Belt’s| representative. 


|Francisco, its national advertising 


marketing vp, G. H. Woodland, to 
whom the council reports. 

Buchen & Co., Chicago, has han- 
dled the Chain Belt account for 
the past 38 years. + 


Chevy Dealers Fined 


for Price Packing 


WASHINGTON, Dec. 9—The Wash- 
ington area’s 14 Chevrolet dealers 
were fined $32,000 here today after 
pleading guilty to an anti-trust 
price fixing complaint. 

Fines of $2,000 each were levied | 
on 13 dealers, $1,000 on a 14th, and 
$5,000 on the Greater Washington 
Chevrolet Dealers Assn. when 
dealers admitted they engaged in 
price packing agreements, and used/| 
standardized labor charges for re- 
pairs and servicing. Similar com- 
plaints are pending against Ford 
and Oldsmobile dealers here, and 
other dealer groups in Detroit, 
Cleveland, New York and San 
Francisco. 

Shortly before the complaint was 
filed early this summer, the Chev- 
rolet dealers association and its 
members were involved in internal 
wrangling over an advertising ar- 
rangement requiring all local 
Chevrolet dealers to use the same 
advertising agency. The master 
contract was eventually canceled, 
but most dealers have chosen to! 
remain with the agency, Ketchum, 
MacLeod & Grove, Washington. + 


Leo Burnett Names Four to 
Head Marketing Services Unit | 

Leo Burnett Co., Chicago, has| 
made four executive changes as 
part of a move linking the mar- 
keting, media and research depart- 
ments into a marketing services 
division. Heading the division is 


Leonard Matthews Joseph M. Greeley 


Joseph M. Greeley, vp and senior 
marketing officer of the agency. 
Leonard S. Matthews, an agency 
vp and director, is executive in 
charge of the media and research 
departments. 

John Coulson, a vp, continues 
as head of the research depart- 
ment, and Thomas A. Wright Jr., 
media department manager, will 
head the media department. Bur- 
nett also has elected Mr. Wright 
a vp. 


‘Napa Register’ Names Rep 

The Register, Napa, Cal., a 
Scripps League Newspapers Inc. 
property, has appointed Newspa- 
per Advertising Service Co., San 
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Adman in the News... John Sweet 


(See story on Page 2) 

John H. Sweet, 
been named president and pub- 
lishing director of U. S. News & 
World Report, has _ contributed 
mightily to one of the publishing 
industry’s outstanding postwar 
stories. 

A circulation promotion and 
direct mail expert by early train- 
ing, he had picked up the strings 
of his career after World War II 
by joining U. S. News to handle 
circulation promotion for the em- 
bryo World Report. 

While World Report was even- 
tually abandoned as a _ separate 
publication, his efforts were ap- 
preciated. By 1951 when news- 
minded publisher David Lawrence 
wanted an executive to take 
responsibility for the whole range 
of publishing chores at the now- 
consolidated USNWR, Mr. Sweet 
moved up to the newly created 
post of exec vp. 


® His election this week to presi- 
dent and _  ~publishing director 
represents further consolidation 
of administrative problems in his 
hands, leaving Mr. Lawrence free 
as editor and chairman of the 
board, to devote more of his atten- 
tion to the area closest to his 
heart. 

In terms of the _ particular 
organization he serves, Mr. Sweet 


offered an unusually attractive | 


combination of qualifications. On 
the news side, USNWR has the in- 
spired leadership of David Law- 
rence, editor, and Owen Scott, ex- 
ecutive editor, and other depart- 
ments are competently staffed, but 
the missing ingredient was a “co- 
ordinator” equipped to see that de- 
partment heads accomplished ev- 
erything that needed doing, and in 
a manner most likely to contribute 
to success. 


® Prewar experience in circula- 
tion for Hygeia (now Today’s 
Health), and for Traffic World, 
and with Dickey-Raymond in New 
York provided ideal training for a 
top spot on a selective publication 
like USNWR, Mr. Sweet recalls. 
From this background, he instinc- 
tively relied on research to iden- 
tify a problem and its solution, 


and he felt completely at home| 


using the printed word to gain 
subscribers or new advertising 


linage. 


He found that success had not 
come naturally to USNWR. Like 
sO many great innovators, David 
Lawrence had sensed the need 
for a “national newspaper” to 
analyze national and world news 
some time before the public did. 
After many disappointments, U.S. 
News had enjoyed a measure of 
prosperity during World War II, 
but at the war’s end it was still 
“just another” news and manage- 
ment magazine, lacking the re- 
search and sales resources to hold 
its own in the great cutback of 
advertising linage which hit the 
field between 1945 and 1949. 


s In this context, the launching 
of World Report, despite pre- 
publication sale of more than 
100,000 subscriptions, tended to 
multiply the problem. The U. S. 
News organization found itself 
offering two specialized publica- 
tions, both interesting to adver- 
tisers, but each so specialized that 
the advertiser decided to spend 
his money elsewhere. From 2,400 
pages in 1945, U. S. News linage 
tumbled to 1,070 pages in 1949. 

As exec vp of the combined 
publications, Mr. Sweet imple- 
mented a substantial program to 
build the research, promotion and 
sales organization. 

A Canadian by birth, John 
Sweet was a student at the Univer- 
sity of Manitoba. He was among 
the many young’ Canadians 
streaming into Chicago in 1926 in 
search of opportunity. 

At 19 his first job was with the 


who has just) 


| American Medical Assn., working 
on a directory. He stumbled into 
circulation promotion when he 
took a job as assistant circulation 
manager of AMA’s magazine, 
Hygeia, and discovered that the 
advertising department was un- 
derstaffed and unable to produce 
the promotion materials which 
Hygeia needed for a premium 
offer, “Your Weight and How to 
Control It.” 

With the permission of Frank 
Cargill, then circulation manager 


of Hygeia, he drafted his first 
sales letter. Before he was 
through, more than 2,000,000 


copies of this letter went out, 
“and,” says Mr. Sweet, “I got my 
first taste of blood in the mail 
order business—the business of 
writing to persuade.” 


#In July, 1929, he went to 
Traffic World as circulation man- 
ager. “Henry Palmer, the publish- 
er, was to have lunch with me at 
the Traffic Club,” he _ recalls. 
“When he heard I was 22 years 
old, he stopped Bob Bayer, then 
the circulation manager, in the 
middle of the street, and said 
‘There is no use hiring a kid, this 
is a man’s job’.” Hired neverthe- 
less, he introduced entirely new 
mail promotions, drawing on a 
list of 250,000 mames_ secured 
from the 14 regional traffic boards, 
where shippers regularly met to 
adjust rate controversies. 

In spite of the depression, cir- 
culation increased every year, and 
the lists were still producing when 
he left in 1937 to become vp of 
Poor Publishing Co. in Boston. 


= The merger of Poor and Stand- 
ard in 1940 brought his career in 
the financial publishing business 
to a close, but it also brought the 
move which contributed most to 
his advancement, for Paul Babson, 
then head of Poor and a director 
of Dickey-Raymond, helped ar- 
range for John Sweet to become 
a Dickey-Raymond account exec- 
utive in New York in 1940. 

“As an early arrival in its field, 
Dickey-Raymond had the cream 
of the direct mail accounts,” he 
recalls. “The work was challeng- 
ing and instructive. The problems 
were similar to those I later 
| found at USNWR, and in fact many 
of the Dickey-Raymond clients are 
the same people who now advertise 
lin USNWR.” 


|}@ Between 1942 and 1945 he was 
an aerial navigator for the Navy, 
reaching the rank of lieutenant 
commander when the war’s end 
found him in the Philippines. 
From his earliest days in Chi- 
cago, Mr. Sweet had made it a 
practice to be active in advertis- 
ing organizations. He was presi- 
dent of the Direct Mail Club of 
Chicago, the Chicago Business 
Papers Assn., and a founder and 
vp of the Chicago Federation of 
Advertising Clubs. He was one of 
a handful invited to participate 
in weekly meetings of the old 
Chicago Circulation Round Table. 


® His friendship with Anthony R. 
Gould from the Chicago Circula- 
tion Round Table turned out to be 
the decisive force in Mr. Sweet’s 
career. As far back as 1937, Mr. 
Gould had been in Washington as 
business manager of U. S. News. 
During the war he corresponded 
with John Sweet, advising him of 
the forthcoming effort to launch 
World Report. On his recommen- 
dation, John Sweet decided when 
he resumed civilian life to turn to 
publishing, instead of resuming 
his career in direct mail. At the 
USNWR director’s meeting this 
week which advanced John Sweet, 
Anthony R. Gould was re-elected 
vp and business manager, along 
with Harold I. Behlke, vp and 
advertising manager; Walter I. 
Brauner, treasurer, and Harold M. 
Wells, secretary. + 
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TATTOOED—Alan Berni & Associates, 
New York, package design consult- | 
ant, says the new design for) 
Kleinert’s “sani-scants” allows vis- 
ual demonstration of the product 
while avoiding unfavorable reac- 
tion women had toward the un- 
draped feminine picture on the old 
package. Berni said the floral pat- 
tern silhouette has led to increased 

sales. 


Virgil Pinkley Buys Group 
of California Newspapers 

Virgil Pinkley, former editor 
and publisher of the Los Angeles 
Mirror-News, has purchased the 
Associated Desert Newspapers of 
California, a group of three dailies 
and two weeklies, from Paul A. 
Jenkins. Mr. Jenkins, who oper- 
ated the newspaper group for the 
past 25 years, is retiring from 
newspaper work. 

Publications involved are the 
Imperial Valley Press and the 
Post, El Centro, and the News, 
Brawley, all dailies, and the Indio 
Date Palm and the News, Indio, 
both weekies. Mr. Pinkley was ed- 
itor and publisher of the Mirror- 
News for nine years until his) 
resignation last year. He will) 
continue to broadcast a daily news 
commentary over the Mutual-Don | 
Lee network as he has done for! 
several years. 


Advertising Age, December 15, 1958 


| Templeton Organization 


Launched as Consultant 
Marshal Templeton, formerly 
merchandising specialist and ac- 
count executive with Campbell- 
Ewald Co., Detroit, has established 
a new merchandising, sales pro- 
motion and sales training consul- 
tant organization—Marshal Tem- 
pleton Organization Inc.—with 
offices at 4051 Penobscot Bldg., 
Detroit. The new operation will 


sultant, working either through 
agencies or with clients directly. 

The new organization is exclu- 
sively a counseling and planning 
operation, according to Mr. Tem- 
pleton. It does not compete with 
agencies nor are its services a 
substitute for agency services, he 
says. 


Gramercy Adds Two 


Scot Foto Co. and Zone-X Watch 
Co., both New York, have appoint- 


ed Gramercy Advertising Co. to) 


handle their advertising. 


LS This is the formula 


that keeps Hutchings & Melville engravings 


Selling at the Point of Impression 


Hutchings & Melville, Inc. 


custom photoengraving 


4043 N. Ravenswood Avenue, Chicago 13, Illinois EAstgate 7-9220 


lS All color engravings for wet printing are proofed exclusively on 4-color proof presses 
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_ grow with OKLAHOMA! 


sence, 


Lockwood Moves to Otto 
R. Barry Lockwood, formerly | 
with McCann-Erickson, has joined) 
the client service department of 
Robert Otto & Co., New York. 


AAW Moves to Trade Center 
Headquarters of the Advertising | 
Assn. of the West have been moved 
to the World Trade Center, Ferry | 
Bldg., San Francisco. 


SANITY PHOTOS SELL ANYTHING. ANYWHERE! 
IANITY PHOTO CO, 119 W HUBBARD ST, CHG, 1 


Write for FREE photo packet 


Architect's conception of new Air Freight Terminal. 


$27,000,000 More for Expansion “ 
at World's Greatest Air Depot 


cent to the base was purchased by the 
Oklahoma City Chamber of Commerce 
to provide for further expansion of the 
base, sites for new industries and a new 
city water reservoir in the area. 20 


Construction totaling more than $27,- 
000,000 for permanent facilities is now 
underway at Tinker Air Force Base, 
Oklahoma City’s giant $175,000,000 
aircraft maintenance and supply base. 


Nearly $7,000,000 worth of projects 
were completed in 1957 at the base 
which sprawls over some 3,638 acres of 
land at Oklahoma City. With more 
than 23,000 civilian and military per- 
sonnel, the base has Oklahoma’s largest 
single payroll, totaling more than $112,- 


500,000 annually. 


Recently, another 7,864 acres adja- 


SUNDAY 

CIRCULATION 
35% or greater 
family coverage 


DD 15% 10 35% 
family coverage 


Published by The Oklahoma Publishing Co. 
Represented by The Katz Agency 


All this growth is further evidence 
that Oklahoma City is one of the five 
fastest growing cities in the nation. 


Are you getting your share of this 
growth in your sales? Advertise in The 
Daily Oklahoman and Oklahoma City 
Times, the newspapers with unequalled 0 
coverage of this growing market. 


OKLAHOMA CITY 
METROPOLITAN AREA 
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Effective Buying income Up 19% 


Source: 1958 and 1955 Survey of Buying Power 


| 
| 


Total Retail Soles Up 27.6 
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PHOTOGRAPHIC 
REVIEW 


Brown Wilson 
THE OLD AND THE NEW—Toasting Carr Liggett Advertising, Cleveland, 
in its new quarters on the agency’s 25th anniversary are Carr Lig- 
gett, chairman of the board; Jay Rowland Brown, president of Re- 
liance Gauge Column Co., Liggett’s oldest client; Donald H. Spicer, 
vp, Ferry Cap & Set Screw Co., the agency’s newest client, and John 
F. Wilson, president of the agency. 


Spicer 


INSIGNE—Chrysler Corp.’s “For- 


ward Look” emblem forms the 


central element of the company’s 


Lubalin Lowler Orr Lois 
FiRST COPY—Garrett P. Orr, president of the Art Directors Club of 
New York, and eastern art director of Outdoor Advertising, receives 
the first copy of the 37th Art Directors Annual from Paul G. Lawler, 
art director of E. R. Squibb & Sons, who edited the annual. Watch- 
ing are the co-designers of the annual: Herb Lubalin, creative direc- 
tor, and George Lois, art director, both of Sudler & Hennessey. 


Luscious—Sue Boomer poses for Bennie Morgan to prove that peach- 

es are toothsome and to boost Spring Garden salad, one of four 

“picture salads” planned for the annual Lenten promotion by the 
Cling Peach Advisory Board and the American Dairy Assn. 


Cornelius Butler Alcorn Sarnoff 
COURAGEOUS—Democratic National Chairman Paul Butler and Re- 
publican National Chairman Meade Alcorn both receive the Ameri- 
can Heritage Foundation’s 1958 outstanding citizenship award for 
“courageous leadership” in support of the recent “Give A Buck” 
campaign of the foundation cnd the Advertising Council, Jack Cor- 
nelius, former BBDO exec vp and president of the foundation, and 
RCA Chairman David Sarnoff, chairman of the foundation, look on. 


WILLIAM H. PARSHALL has been pro- 
moted to advertising manager of 
H. J. Heinz Co., Pittsburgh. He suc- 
ceeds the late C. A. Dimond, who 
died Nov. 21 after a long illness. 
James E. Hamilton has succeeded 
Mr. Parshall as manager of product 
marketing. 


new identification sign for its deal- 
ers’ used car facilities. 


big ‘ is : om ay 
Boas < REEEEE) 

Fritsche Anderson Stock 
CHRISTMAS GIVING—A basket of money was collected for the United 
Nations Children Fund at an annual Christmas Giving luncheon 
sponsored by the Advertising Women of New York Foundation. Here 
Mrs. Jeanette Fritsche and contralto Marian Anderson, representing 
UNICEF, accept contributions offered by ad women Emma W. Stock, 
ad manager for Forbes, and Margot Sherman, vp of McCann-Erick- 


Sherman 


7 = i se Mall Perry Ma he oe PENT eae ah ROH ee Ca : Mes et este? ent ES tx Se 
Hae Nee” Se RN ee ee gere Sr eats, ie hes Me ds 


son and national ad woman of the year. 


Sabin 


COOPERATION—Stores selling Knox, Dobbs, Champ and Cavanagh hats 

in major cities are also promoting Marlboros through an arrange- 

ment by Philip Morris Inc. and Hat Corp. of America. Pictures of 

Marlboro men wearing hats and tattoos are available and Hat Corp. 

adds to Marlboro’s slogan with “Where there’s a man, there’s a hat.” 
This display is in New Utica men’s store in Des Moines, 


HONORED—Gerould A. Sabin, ad di- 
rector of Colorado Fuel & Iron 
Corp., receives the Advertising 
Club of Denver’s Adman of the 
Year award from Clair G. Hender- 
son, Rippey, Henderson, Bucknum 
& Co., previous winner of the 
award, while Mrs. Sabin looks on. 


Lush-us! 


“LUSH-US”—Point of purchase post- 
ers combining photos with crayon 
cartoons and 1,000-line newspaper 
ads offering “rewards” are being 
used in a three-month campaign 
in the West by Chet’s Frozen Foods. 
Showalter Lynch, Portland, is the 


agency, 
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ADVERTISING GAINS 
1958/59 vs..1957/58 Orders from brand new advertisers (some 


pictured above)...larger schedules from many 


who’ve been regular advertisers...are 
boosting FAWCETT WOMEN’S GROUP 


LJ REVENUE 
LINAGE 


sa linage and revenue. 
+20% 


— 4 If you, too, want to reach extra millions 
“Ht 


of young, married women at realistic 
rates, investigate the active market 
offered by FWG. Call us for details! 


TRUE CONFESSIONS ¢ MOTION PICTURE 
67 West 44th Street, New York 36, N.Y. 


Chicago * Detroit + Los Angeles + San Francisco + Miami + Atlanta 
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..theres nothing so powerful as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


Any magazine worth the paper it’s printed on has a specialty. BH&G’s 
specialty is ideas about better living. How to plan and do and buy 
things to make family life more enjoyable—at home or away from home. 
The family members who read Better Homes and Gardens (an 
average of 15'4 million every month) are eager for BH&G’s brand 
of what-to-do and how-to-do-it ideas. In the pages of their favorite 
idea magazine, reality becomes 
more fascinating than fiction. 


During the year 3 of America reads 


That’s why so many BH&G readers “live by the book’’—and that 
means they buy by it, too. 

In Better Homes and Gardens’ climate of ideas, advertising is 
particularly inviting and persuasive. Any product—from automobiles 
to zinc ointment—that can help families to live more pleasantly or 
abundantly can be profitably advertised in BH&G. Meredith of Des 

Moines . . . America’s biggest publisher of 
ideas for today’s living and tomorrow’s plans 


...the family idea magazine 


NOW OVER 4,500,000 COPIES MONTHLY 
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Feature Section 


dvertising Age 


Get Better and Bigger: Groesbeck 
Weiss Sees Holding Company Era 
Diamond Discusses Mergers 


Two Ad People Write In 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Tyler Picks Ten tor November... 


Counterpunch for Academic 


Critics of 


By William D. Tyler 


Until now, academic types have felt free 
to make advertising their favorite whip- 
ping boy with never a fear of a counter- 
punch. But the boy is getting stronger. 
Witness the plight of Princeton’s Professor 
Thorp, who took a 
roundhouse at our side 
by writing about the 
“expensively distilled 
poison of advertising 
style,” which “burns 
up the language at a 
furious rate because 
there is so much oxy- 
gen in it.” Our cham- 
pion rose up from an 
unexpected source, the 
estimable conductor of the “Topics” col- 
umn of the New York Times. “[This] 
could,” he wrote in the Nov. 22 issue, 
“have been said of Shakespeare.’ Using 
Les Pearl’s Wallach’s series as an exam- 
ple, he went on: “The copywriter ... may, 
once in a while, write Great Prose. But 
because his chief aim is...to sell goods 
...he will often write Good Prose—not 
easily come by even among copywriters.” 
For more examples, read on. 


House Ad that Took Over 


The house ad of the month was written 
by Victor O. Schwab of Schwab & 
Beatty. Who else would have dared aim 
an ad at prospects with this “copy- 
writer’s” headline: “100 Good Advertis- 
ing Headlines—and why they were so 
profitable.” The copy thoughtfully ana- 
lyzes each in what was probably the 
most unusual media format yet. The ad 
started on the last page of the second 
section, New York Times, and was contin- 
ued over to the last page of the first sec- 
tion. It took over the paper. Layout was 
Joe Geyer’s. 


W. D. Tyler 


Chauffeurs on Union Square 
Another ad in the great Ohrbach tra- 


She's liable to meet my-wile in theré! 


Ed 
> 


a: 


Ad Copy 


dition set by Doyle Dane’s Bill Bernbach 
and art director Bob Gage, is the one 
shown here. That tradition, for latecom- 
ers, is to engage the reader powerfully 
with an unexpected expression of the 
store’s policy of high fashion at low 
prices. This ad does a wonderful job of 
just that. It was written by Judith 
Protas. 


The Pictures Do the Work 
Demonstration can be effective in 
print as well as on tv. Ed Barkley’s lay- 
out of BBDO’s idea for Du Pont plastics 
proves this ably. Illustrations alone tell 
the story of how safety glass works, and 
Du Pont’s contribution to it. Secondary 


pictures do the rest of the job by giving 
the reader something to look for to 
make sure he is getting this protection. 
Idea and copy were George Burke’s and 
Paul Mac Cowatt’s. 


‘Be the First in Your Block’ 

This Avis ad may not be the greatest 
in the world, but it does illustrate the 
kind of strategy that makes for great ad- 
vertising. Both Hertz and Avis had the 
same news to deliver at the same time: 
each had brand-new ’59s. Hertz simply 
announced they had ’em. Avis appealed 
to your curiosity, offered you a new ex- 
perience, and implied that you’d be one 
up on your neighbors with the headline: 
“Be first to drive ’59 Fords!” Idea was 
Gordon Page’s of McCann-Erickson. 


The Lady in Dan River 

There are several good ways of ad- 
vertising colored sheets, but the one 
Barbara Bender of Grey Advertising 
found for Dan River Mills is new, in- 
genious, and as far as this correspondent 
knows, motivationally sound. It talks not 
of color schemes nor of welcome variety 
nor yet of the sheets themselves. Instead, 


To reduce the hazard of Qying glass, as well as to provide 


other advantages. every car manufactured on the Usted 


States has laminated safety glsas in its windshield. Most 


cars have it im the side windows, too... some don't! 


@ to find out if your car has it. . 
ae 
it tells what the product will do for the 
user, and if there are any romantic 


overtones, well, they won’t hurt much, 
either. Hal Oringer was the art director. 


Harry, David, and Santa 
Magazines have been offering a be- 
wildering variety of new insert possibil- 


Tear it out! 
dazziin’ gifts inside 


* ee 


Shopping 


FOR. 


COLLECTION OF CHHISTMAS GIFTS 
wae 


Harry and David’ 


Be first to drive ‘59 Fords! Rent them now 


from Avis! 


ities and tricky space units. The most 
telling use to which any have been put 
occurred last month, when several ad- 
vertisers took advantage of the oppor- 
tunity to insert actual pull-out gift cata- 
logs. This was a very right and timely 
idea. Dan Bonfigli is art director, and 
Francis Murphy of Guild, Bascom & 


Tear it out! 
see how Alrey and Placid 
make your Christmas Gift Huntin’ 


o@. St. most excitin’ ever 


om’ 


& 


Pgs us orchids like these — he'll do the same for you 


r 
| sone we 
; 

ae 

w 1O O8DF 


ve 


Wed) 


Marcy amd Pravsid 


the preter the sheet, the pretuer vou look 
he 
‘ ae | 


_ ASORIVER SHECTS. “Sie | 


‘ a a “se. fa = iN oe ai wig ee “ Sie ar . a a = - be a 2, 3 “ ‘ 7 ; . ‘ ee 
aan : Sees at B Oe] Es a ; po ee a : 3 ia - ts ae : a i ay BRT ret 
Boys ma SEES: ma cx: , 2a pare eae hae, ba * Fe Ou ¥ : Rite ate 6) Jer : 
s 
ee 
re 
A ee 
* . 
ae 
“ee 
a a 
Ee 
‘ ee 
Rie 
2 
: 
ae : vied 
——— lll > Se ere a ee : ie 
“d pee ¢ A 4 = Pr te eee . “ i, 
q oe ee gle Pa, es eae wie: : fo aad ee am 
Sa es, eae: ie eee ‘peer ree eee, 1 m - st Sere as 
oe: = i a Ere , See a } : oA 2S tees LE 
: a i a ee ej a 3 Rs Pe mop 
ee. aes: Cee gd aS ; - “RNAS ap 
s a = tc aah lial s . e oe eat 
, ee x phi: : i! ae ie | 42 or x a es ~ 
a Cale oye een, oes, Mi y —— if , Pine: 
So oe aia aes ee \ \\ at SS ae*) ae >. | ia 
wy et ee , OE Ls 
Bs | Loe” PO ee, = eae Ein 
2 cs ' nite : a ; " ‘ee fh ee 
a “acer, Be ‘ i Po: Be) oa 
So ff — 2 0 Ee: +. ea sl -B: fer 
a AL a ; (iii Y POR gr 
a oe : q i “ “ m te vile i i Ps ‘ae Ba 2 Ses oy Bere 
a | : ee ee i< hr se ee Rigen oo 
2 es Se i mee See, hee 
“7 oe a ses igs ake rei 2 al Sanne ios » amiattee os 
This tough Du Pont plastic helps hold laminated safety glass together under impact Ber: 
re, it 
ine 
mA A | =~ ok 
a 3 
; a 
4 Pe - . Res 
. * opp a 
a hae 
. OR 
. pe Re 
eee 
as 
100 GOOD ADVERTISING HEADLINES o 
-and why they were so profitable tal 
Sa 
4 Weiss | TT SSeS) S| i: 
= |S é Saba: = a 
seeeeeetcce [See SSeS es See Ca c 
SSS: Pa Beas Be SSS ve 
d wees | SESESS Seen | -.| 2- (tem a 
aioe eee 3 Fa rl a 
ess area] sae eeae| SERS (eee aie apt 
x Ss == == sre =~ mien Fhe 
BSsEe) JSS. SSS SL eee SSHES se S iS C ; 
BStae Soe Ses Taree Sea eee STS ur { 0 ened Ge ws 
39,255 oe = SSS p ies 
= “a == oat. «agua § : . wm € 5 49s 
sosese| SE Je) BES ee cece cee = \Q SS Kary and . Fd . ; 
f2isSeee| AY Soe] eee ESTES S| | cee pr ieee Ri els : 
=| Seess| SSS | SS ae | See [| 
poe 4 = See-| asses] = are = sh 
/ aie peed oe ll a } ee aa: 
: Sere memes] Sescy | Geet. Marry amd Barat ig 
: SSS Ss a eg ‘ ; atts 
; a ee oo eed ox > ce { ; Pick 
: eg ed ¢ Pick 
; SSeS) SSS S| SSSS = | Soran an Bearry, mic, atvwnine ” me 
, See oe De oR 
SSS EASES Seer | SSS Seon rrr + ome dag perder iere rs Bee: ® 
p ‘wat ee d sat 3 
- ee tS 
5 a cad 
P| ; : ORES 
J at 
: ee * 
% : any? 2 ae : : est F 
PS - ; 4 } . ‘| hy eee. oH ea, Byte j ie 5% on oe , “# _ — 2 ; 
is te é - Pees a a SS ae 4 a ey BF 2 Bir Hid yet Ts : 
Fe .% so eee a ee ee E Say. atta Bic iene Sie 
— 7 ve > geal ek Se ae bi ' e = 
© oe 2 =] ai ae i ? i < hy iS “A . 
4 Ne ee i ae ra No sot as M 
4 4 Poe es a ee ies ay . Sie ho ee _ ; a ‘ 
j a eae ee ray | sity BBs. Ms : - uc j a oy 
. oe ie e _ i ae i, ge ‘ oN. . 
= ose, . a a ‘ ros ey j ie Le ‘ ~ ma 
E , page Pak oan + oe bre ‘ é | a, 3 
: eat, Oece on Mout aa: : j eee es : : “se 
Ai She RS a ors fae , } ™ 
Ten +S eee ae <a j ad ator Piatt - ‘ ao ‘ 
re an ip ee aa Se ent mY ek: ret, ae 
, cane. pues Ce etaraeer 3 erie Aad : — 2E -“ a ~ a 
: 7 : : ate Brave ai ‘ : ie f pw 
(BRE les sek art 8, tg 7 oo a Paes . “ ‘att 
a rE Pea 28 ae mas Diabolic ; zt 
J week Saas : mee \ : ie i: 
; KS a > oe -* i ue ‘ A as 
i gen oe ee “seat Neer _ nam B a ree 
ae Boar ee a * a etetal a eh ee Be 
Hf a8 a 
4 He 8. ay 
ee i ot EATING Ww Fane DR a me, 
1 : mye nding . age E 
i 2 e sare ; ; Pe 
| s a ate ge To “alla ff! : oe 
3 * 4 * ; ha ena 
“4 S| ‘ as Hity nd 
a ieee By a3 
[ coat a “S . 
at ph te oT They Stee Ge rahe Few lee ex ak eet ee pee ee a 
FE ool igri vbr mgt vate A anny oe ad : : i 
| aa os a 5. scenes a - | Be ite 
Bene hs ca ‘Re 
\ ewe & eleey GC ewien ee 
’ ee a 
oe 
j ee 
aA ey 
‘i Oe aaa Seka) ae eR ed a ee 7 7 & -, be TA cas Sa ee di ae ‘s ial a ig sae al 4 e: + r) el t St a a sel — — . r 
io ie pines ee RRR os gran aes i ede ai - i i ~ 2? ye Oo dw ase oes gee eo 
IE elie aay per LST Nowe eet ae Seale eh Mei ge e eee Se) = = 2 3 i a z > pa 
NE ee oe Ee ie SE CA ap ea ea eer a 
SE eee ae aE ae eS ol ee Sea ee Cs rat ge ee _— _ ao 


58 


Bonfigli is responsible for copy in the 
one Harry and David used. It should sell 
a few pears for the estimable Oregon- 
ians. Lucky they got under the wire be- 
fore the Postmaster clamped down. 


Woman's Day Does It Best 

To find an arresting way of announc- 
ing publication gains is not the most dif- 
ficult job in the world. But last month 
Woman’s Day did it best. The ad shown 
is hard to ignore, and its point hard to 
miss. Same was true of the one that 


BARING FET vn FPO 


preceded it. It used the device of a boil- 
ing pot whose lid was suspended ‘way 
up in the air by the steam. The growth 
figures were interjected between pot 
and lid. Both ads were real stoppers, 
fast, impressive. Their author was Dave 
Reider, and art director was Bill Taubin 
of Doyle Dane Bernbach. 


Bing. Bang. Boeing! 

The most imaginative advertisements 
yet for dramatizing the speed of inter- 
continental travel by jet plane, are those 
of Boeing. The one reproduced here 
needs no explanation, nor does the one 
that shows the lady passenger knitting 
serenely, over Mike Carlock’s headline: 
“Hardly time to start a sweater.” These 


After 20 years of daily use, the only thing 
we had to fix on this Zippo lighter was the hinge. 


HEGRE 


little vignettes probably sink home the 
fact of the new speed more deeply than 
spreads boldly headed, “Only 74% Hours 
Flying Time,” etc. Wolf Lieschke of 
Calkins & Holden made the layout. 


ee eed 


Best Possible Lighter Ad? 

If you had the assignment of writing 
an ad to demonstrate the durability of 
a cigaret lighter, you couldn’t do better 
than headline it, “After 20 years of daily 
use, the only thing we had to fix was 
the hinge.” You couldn’t illustrate that 
better than with a photo of the lighter it- 
self, preferably lit. To complete the cir- 
cuit, you’d be hard put to improve upon 
“We fixed it free—owner’s name on re- 


What's Doing on the Legal Front... 


The Agencies’ Urge to Merge 


By Sidney. A. Diamond 
Member of the New York Bar 


Front page news was made recently 
when the Department of Justice won an 
important round in its court battle to pre- 
vent the Youngstown-Bethlehem Steel 
merger. Although this legal victory may 
have slowed up the 
plans of other industri- 
al giants, there is no 
reason to expect that it 
will have any effect on 
the postwar wave of 
mergers between ad- 
vertising agencies. 

The government’s 
case was brought un- 
der the antitrust laws 
and there is no longer 
any serious doubt about the fact that the 
antitrust laws do apply to the business 
of advertising. It is less than three 
years since the American Assn. of Ad- 
vertising Agencies, the American News- 
paper Publishers Assn. and others in- 
ferentially conceded the point by settling 
their antitrust difficulties with the De- 
partment of Justice. 

However, the government proceeds 
against mergers under a special antitrust 
statute that applies only when the effect 
of the merger “may be substantially to 
lessen competition, or to tend to create 
a monopoly.” The sheer number of ad- 
vertising agencies is so great that it 
would take a powerful stretch of the 
imagination to conceive of any merger 
so gigantic that it could lessen competi- 
tion substantially in the agency field. 
There is nothing in the government’s en- 
forcement program or in this particular 
antitrust statute to suggest any slowing 
of the rapid pace of agency mergers. 


Sidney Diamond 


s The many different reasons that impel 


agencies to merge obviously are outside 
the scope of this column. But there are 
almost as many different types of merg- 
ers as there are reasons for merging. 
This is an area where lawyers inevitably 
become involved. Some kind of corpor- 
ate reorganization almost always is 
needed in a merger, and that in turn re- 
quires the preparation of technical legal 
documents, some of which have to be 
filed with state officials. 

Then there is the exceedingly import- 
ant detail of taxes. Putting two busi- 
nesses together frequently can be done 
by a choice of different legal procedures 
that will lead to the same end result, 
with one exception—the amount of tax 
to be paid. Proper legal planning from 
the beginning of the merger discussions 
can minimize the tax burden and fre- 
quently avoid the need for paying any 
income or capital gains tax whatever. 


= The world “merger” itself is somewhat 
ambiguous. In general usage, it means 
the combining of two business organi- 
zations into one, regardless of the part- 
icular method that may be used to ac- 
complish that result. There is also a 
technical legal meaning for the word 
“merger.” In this sense, it identifies the 
specific type of transaction in which one 
corporation is absorbed by another; the 
first corporation actually ceases to exist 
and the surviving corporation becomes 
the owner of all the assets of both busi- 
nesses. This differs, for example, from a 
“consolidation,” another legal maneuver 
that the laws of most states offer as a 
permissible alternative. In a consolida- 
tion, the original corporations disappear 
and a single brand new corporation takes 
the place of both of them. The differ- 
ences sometimes are only psychological; 
but in advertising, where personality 


problems are so important, even the 
psychological effects of different legal 
procedures may be worthy of considera- 
tion. 


® The personality problems of agency 
mergers come to the forefront when the 
discussion reaches the question of the 
name for the new agency. For the benefit 
of those who may have some misconcep- 
tions on the subject, it should be ex- 
plained that changing the name of a 
corporation is one of the simpler things 
of legal life. 

State laws frequently require that 
“Corp.” or “Inc.” be part of the name, 
so that others will know it is a corpora- 
tion they are dealing with, but aside 
from that the choice is pretty much up 
to the controlling stockholders. Specif- 
ically, there is no requirement that the 
surviving corporation in a merger keep 
its old name when the transaction is 
finished; it can adopt a new name that 
gives recognition to the people whose 
corporation is being absorbed. The cor- 
porate name can be as long or as short 
as fancy dictates; it can include the 
family names of each of the top indi- 
viduals in the business or omit them al- 
together in favor of a name like “Down- 
town Advertising Inc.,” which will not 
require updating if there should be a 
shift in the upper echelons. Commas and 
hyphens are optional; and at the mo- 
ment there seems to be a minor trend 
toward the use of the oblique slash mark 
between individual names. 


= A few examples of different ways in 
which two mythical agencies, the Eastern 
Co. and the Western Co., might combine 
will illustrate the wide range of possible 
variations. Although partnerships also 
may become involved in merger prob- 
lems, we will assume that both the 
Eastern Co. and the Western Co. are in- 
corporated because mergers involving 
corporations are more common as well 
as more complicated. Bear in mind that 
ownership of a corporation is represented 
by shares of stock, so that a corporation 
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quest,” because your theme is, “No matter 
how old, we fix it free.” Too bad it’s al- 
ready written by Ogilvy’s George De Coo 
and Dave McCall and laid out by Gerald 
McLaughlin. 


Easy on the Eyes 

Probably not a great ad, but a great 
visual, is the newspaper campaign for 
King’s Vat scotch. It’s built around one 
layout trick. This is the hand over glass, 
and the line, “Easy on the water,” etc. 
A clever way of saying quality, and a 
commanding way of attracting attention. 
The idea was Murray Klein’s. Layout 
by Gerald Charm of Smith/Greenland. + 


is owned by the individuals who are its 
stockholders. The corporation itself owns 
the assets of the business. It is therefore 
possible to deal directly with the busi- 
ness assets, or with the shares of stock, 
depending on which method is more de- 
sirable in a particular set of circum- 
stances. 


® Here, then, are some illustrations of 
what the Eastern Co. and the Western 
Co. might do: 


1. The Eastern Co. and the Western 
Co. consolidate to form a new corpora- 
tion named East-West Advertising Inc. 
The stockholders of both Eastern and 
Western turn in their shares in exchange 
for stock in the new East-West agency. 


2. The Western Co. merges into the 
Eastern Co. which then changes its cor- 
porate name to East-West Advertising 
Inc. The stockholders of Western ex- 
change their shares for new stock in 
East-West. The original stockholders of 
Eastern are entitled to new certificates 
showing the changed corporate name, al- 
though their legal rights are not affected 
if they continue to hold on to their old 
certificates. 


3. The Eastern Co. buys the assets of 
the Western Co. for cash. The Western 
Co. then dissolves itself and distributes 
the cash to its stockholders as a liquidat- 
ing dividend. 


4. Instead of paying cash, the Eastern 
Co. acquires the assets of the Western 
Co. by issuing some of the Eastern Co.’s 
own stock to the Western Co. The West- 
ern Co. then dissolves and distributes to 
its stockholders the new stock in the 
Eastern Co. The business of the Western 
Co. is now owned by the Eastern Co., 
but the former stockholders of the West- 
ern Co. have become owners of part of 
the stock of the Eastern Co. 


5. The stockholders of the Western 
Co. sell half of their shares to the stock- 
holders of the Eastern Co. Similarly, the 
stockholders of the Eastern Co. sell half 
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TODAY IN DETROIT there’s a cheerful, 


peaceful aftermath to the latest Labor- 
Management negotiations. 

For Management, it means uninterrupted 
production and profitable operations. It pro- 
vides the inspiration for long-range plan- 
ning and the incentive for expansion. 

For Labor, it means steady paychecks, 
annual pay increases and greater security. 
It encourages Detroit’s nearly 4 million 
people to buy today’s needs now, and opti- 
mistically plan for tomorrow. 


THREE YEARS OF ASSURED PEACE 
IS A POWERFUL FACTOR IN THE 
ECONOMY OF DETROIT- - -TODAY! 


TODAY IN DETROIT there’s also a notice- 


able feeling of pride and excitement. From 
every city in the nation come glowing re- 
ports of the public’s enthusiastic acceptance 
of Detroit’s newest masterpieces. The 1959s 
are off to the fastest getaway of any new-car 
model in years .. . and Detroit’s economy is 
now feeling the jolt! 


TODAY, DETROIT’S ON THE GO! 


Money’s on the move! Retail business is on 
the rise! Employment’s increasing daily! 
Factory wage rates are the highest in the 
nation! 


IN DETROIT...THERE’'S 


PRODUCTION 
OSPE 


aly, 
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THERE’S NO TIME LIKE TODAY to 
step-up your Detroit advertising and speed- 


up your Detroit sales. Cash in on the activ- 
ity and vitality of the $5-billion Detroit 
market by pushing your product in The 
Detroit News. 


TODAY, AS ALWAYS, THE DETROIT 
NEWS IS THE DOMINANT SELLING 


FORCE in the Detroit market. The Detroit 
News outsells the other Detroit newspapers 
in trading area and total circulation. The 
Detroit News gets into the most homes and 
to the most families, with the largest ABC- 
recognized home-delivered circulation of 
any newspaper in the nation. That’s why 
The Detroit News outpulls the other two 
Detroit newspapers and carries more adver- 
tising linage than both of them combined, 
year in and year out. 


ic I aa hry, 
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First in Circulation Weekdays and Sunday 463,469 Weekdays, 572,276 Sunday, ABC 9/30/58 


The Detroit News 


Eastern Office...260 Madison Ave., New York 


Chicago Office. 435 N. Michigan Ave., Tribune Tower 
Pacific Office... .785 Market St., Son Francisco 


Miami Beach... The Leonard Co., 311 Lincoln Road 
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of their shares to the stockholders of the 
Western Co. The two corporations main- 
tain their separate existence, but both 
of them are now owned by the same 
individuals. 


6. The stockholders of the Western Co. 
sell their stock to the Eastern Co. in 
exchange for stock in the Eastern Co. 
The Western Co. continues to exist sep- 
arately, but it is now a wholly-owned 
subsidiary of the Eastern Co. The former 
stockholders of the Western Co. mean- 
while have become part owners of the 
Eastern Co. 


s Still other variations can be worked 
out to take care, for instance, of the 
situation where Mr. North, one of the 
top men in the Western Co., prefers not 
to go along with the deal and it is agreed 
that he can keep his own accounts. Mr. 
North might be permitted to hold on to 
the Western Co. provided he agreed to 
change its name. Mr. South of the East- 
ern Co. might prefer to get paid out in 
cash over a period of years and retire 
from the business altogether; provided 
the others agree, this situation can be 
handled as part of the over-all trans- 
action. And the procedure is not limited 
to two corporations; there is no reason 
why three or more corporations cannot 
combine simultaneously. 

It should be understood clearly that 
none of these hypothetical cases is in- 
tended as a recommendation. They simp- 
ly illustrate the point that there are 
many different ways to merge. Each 
particular situation has to be studied so 
that the best possible method for the 
actual circumstances can be found. Mod- 
ern corporation laws permit a very great 
degree of flexibility. The principals on 
both sides have to decide what kind of 


a deal they want. Although the tax con- 
sequences normally play an important 
part in reaching this decision, person- 
alities must also be taken into account. 
Once the basic business understanding 
has been reached, however, the legal 
techniques are available to express that 
understanding in terms of whatever 
corporate reorganization procedure will 
be most desirable. 


s A frequent question is whether there 
can be a merger on a trial basis. Legally 
speaking, even this can be worked out, 
although it probably would be a tough 
job to unscramble the eggs as a practical 
business matter. 

If a trial merger is wanted, the easiest 
legal method is to set up a period of 
joint operation by means of a contract. 
This avoids the trouble and expense of 
going through an actual corporate re- 
organization that might not stick as a 
business reality, as well as the difficul- 
ties of doing all of the paper work over 
again in reverse if the trial period is not 
a success. The contract method pre- 
serves the separate identity of each cor- 
poration, although facilities, expenses 
and profits all might be shared during 
the time the parties are experimenting 
with the problem of getting along with 
one another. 

Technical legal difficulties arising out 
of the joint operation of two separate 
corporations can be overcome in various 
ways, such as putting all of the stock of 
both corporations into a voting trust for 
the duration of the trial period. Ideally, 
a contract like this should describe in 
advance the exact terms on which the 
actual merger will take place if the ex- 
periment is successful and the two corp- 
orations decide to make it permanent. + 


On the Merchandising Front... 


Comes the Holding Company Era 
of Giant Retailing 


By E. B. Weiss 


Giant retailing has a long way to go be- 
fore it tops out. Indeed, within three to 
five years, we'll wonder why we ever 
called some of our present-day large re- 
tailers “giants”; they’ll be dwarfed by 
much more gigantic 
retail organizations. 

Our giant retailers 
will increase in size 
not only by opening 
more huge store units; 
not only by merger; but 
by much more intri- 
cate corporate develop- 
ments that are just now 
beginning to emerge. I 
propose to refer to this 
coming development as “the holding com- 
pany era of giant retailing.” 

An example: Bankers Securities Corp., 
of Philadelphia, would qualify—I believe 
—as a holding company. City Stores Co. 
is a major merchandising affiliate of 
Bankers Securities; significantly, the 
chairman of the latter is also chairman 
of the former. City Stores controls cer- 
tain subsidiaries. Both directly, and 
through its subsidiaries, City Stores op- 
erates department stores and specialty 
shops in 15 states, including the Franklin 
Simon and Oppenheim Collins chains. As 
for Bankers Securities, it directly oper- 
ates Snellenburg’s and Bonwit Teller in 
Philadelphia. It also has interests in Loft 
Candy and in a Georgia supermarket 
chain called Alterman-Big Apple. 


E. B. Weiss 


= But that isn’t all, by a long shot. 
Bankers Securities recently acquired 
working control of United Stores Corp. 
which, in turn, holds a major interest in 


McClellan Stores Corp. and the McCrory 
Stores Co. It wasn’t long after this 
corporate maneuver by Bankers Secu- 
rities that plans were developed to bring 
closer together McClellan and McCrory. 

I’m sure this is by no means a full 
report on the far-flung retail activities 
of Bankers Securities Corp. For example, 
Bankers Securities is very active in real 
estate which, I would assume, means 
that Bankers Securities is involved in 
certain shopping centers and in other real 
estate ventures involving retailing and 
which thus gives it a degree of additional 
influence over still broader areas of re- 
tailing. 

Sum it all up and, while few man- 
ufacturers may be acutely aware of it, 
Bankers Securities is a potent factor in 
their total marketing programs. 

I assume there are other retail cor- 
porate developments in existence of a very 
similar nature. And I am sure there will 
be more—many more. 

And to top it off, these holding com- 
panies (or whatever is proper terminolo- 
gy in describing this corporate develop- 
ment) will merge and affiliate, which is 
what happened when Bankers Securities 
acquired working control of United 
Stores Corp. Retail giantism will be piled 
on retail giantism. 


= To conclude that the corporate form 
which occupies the top spot in the cor- 
porate hierarchy will adopt a hands-off 
attitude with respect to top-level policies 
of its various retail affiliates and sub- 
sidiaries would be indulging in danger- 
ously wishful thinking. 

For example, since the chairman of 
both Bankers Securities and of City 


Advertising Age, December 15, 1958 


The Creative Man’‘s Corner... 


ment is a notable example. 


most bearable!” 


identify, the advertiser is in, really in. 


genuine ad. + 


Message Kept Human 


HOMEWORK MUST'VE BEEN AWFUL BEFORE THEY INVENTED TH 
ra" 
fresh clean tas 


; on ‘ ~ €3 sre tei 
joes tt like Seven-U 
‘ =: een 

With bull» dozen algebra problems to de and a science exmm te cram for, lif can be axisersthe. 

Bhat 0 dese t hawe to bet Jest get comfortable Heve a chilled 7p! The © the drink with the wouderhal 
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We find it encouraging to see so many advertisements whose authors and 
sponsors seem dedicated to keeping the message human. This 7-Up advertise- 


The illustration is not a glamor illustration. The female illustrated isn’t 
even attired in a glamorous fashion. She looks like any young teen-ager 
with homework to do—not like the kind of unreal creature a teen-ager 
would like to feel she resembled when doing homework. 

The copy is human, too. “With half a dozen algebra problems to do and a 
science exam to cram for, life can be miserable. But it doesn’t have to be! 
Just get comfortable. Have a chilled 7-Up! This is the drink with the wonder- 
ful, fresh, clean taste. A few sparkling sips and your mouth feels fresher... 
your throat feels cooler ... you feel better all over. And the homework is al- 


Obviously, answers to algebra problems do not come with the draught of a 
bottle of 7-Up. You have to get Dad up to your room for that. But it is true 
that something swallowed, whether or not it be 7-Up, helps alleviate the te- 
dium of homework. And most kids, not to mention sensitive parents, know 
this. And once an advertisement creates a situation with which the reader can 


What a shame that the ad must retain such unreal, unhuman expressions 
like “Nothing does it like Seven-Up” and “Fresh Up with Seven-Up.” These 
represent advertising at its most artificial. They detract from an otherwise 
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Stores is the highly capable and en- 
ergetic Albert M. Greenfield, it would 
be much more logical to assume that the 
imprint of Mr. Greenfield’s thinking will 
be clearly in evidence in the major 
policies of the stores controlled by City 
Stores and Bankers Securities. Similarly, 
I think it would be reasonable to con- 
clude that Mr. Greenfield made more 
than a passing contribution to the plans 
that are being developed for McClellan 
and McCrory—plans that will directly 
affect many manufacturers who supply 
these two chains. 

So the holding company era of giant 
retailing will directly shape at least some 
of the marketing policies of many man- 
ufacturers. To mention just one example: 
This piling up of giantism on giantism 
in retaildom will surely lead to a shrink- 
age in the number of suppliers whose 
lines are inventoried in the controlled 
outlets; after all, one of the objectives 


of the holding company era of giant re- 
tailing is to achieve major economies— 
economies that are desperately needed 
by big retailers. And, where major eco- 
nomies are the aim, it is obvious that 
some manufacturers will be benefited 
and others will be hurt; some quite se- 
verely. 


# Another example: The holding com- 
pany era of giant retailing will unques- 
tionably stimulate the development of 
the retailer’s controlled brand. It will also 
encourage more manufacturing by these 
retail organizations—as a matter of fact, 
I predict that the retail holding com- 
pany will ultimately also control some 
manufacturers and some _ wholesalers. 
That sort of development has almost 
awesome implications for the world of 
marketing! 

It raises some fascinating situations. 
For example: It will probably lift cor- 
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F. J. SUTCLIFFE’s hobby is tropical fish, but his full-time occupation 
is that of machinist at the Calgary division of Imperial Oil Company 
of Canada, Limited. Fred represents the many thousands of industrial 
workers in Calgary, where industry is booming as never before. 


Look at the facts: 

e The largest single construction job in Calgary’s history, Imperial 
Oil Ltd.’s $17,000,000.00 rebuilding and expansion program will 
increase the refinery’s capacity by more than 80%. 


e Anthes Imperial’s new $2,000,000.00 Calgary plant, which pro- 
duces cast iron pressure pipe used in industrial and residential 
projects, is the first of its kind in Western Canada. 


e The Calgary Public Livestock Market, the second largest live- 
stock market in Canada, had an estimated value of sales at 
yards and packing plants in Calgary for 1956 of $71,331,575.70 
—a record year. 


WINNIPEG Tribune 


VANCOUVER Province* 
*Published for Pacific Press Ltd. 


OTTAWA Citizen 
MEDICINE HAT News 


HAMILTON Spectator 
CALGARY Herald 


NORTH BAY Nugget 
EDMONTON Journal 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL—The Southam Newspapers, 1070 Bleury St., J.C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


prea Stree en Be eee 


e Calgary’s myriad smaller industries, making everything from 
dog food to dynamite, offer a diversity in strength which con- 
tributes to the city’s above-average buying power. 


These are just a few of the reasons why Metropolitan Calgary with 
a population of 212,500—a per household income of $5,281.00— 
had retail sales in 1957 of $264,110,000, according to latest sales 
management figures. 


To sell Calgary you must use THE CALGARY HERALD, the 
Family Newspaper . . . out of over 63,000 circulation, more than 
50,000 copies are bought daily in the city as compared with 
Calgary’s 57,375 households. 


FREE MARKET INFORMATION 


Ask your Southam representative for a free booklet featuring 
complete up-to-date market information on Calgary. 


*Sales Management, 1958 Edition. 


GO-6776-REV. 
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© SBEGZ In canada YOU GET ACTION WHEN YOU ADVERTISE IN 
THE SOUTHAM NEWSPAPERS 
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porate maneuvers and real estate deve- 
lopments still higher as contributors to 
total net profit of retail organizations. 

In other words, what I am saying is 
that, in certain respects, those who con- 
trol these enormously complicated hold- 
ing companies may be more interested 
in, and more at home in planning, cor- 
porate structures, real estate, etc.—as dif- 
ferentiated from merchandising. (It is 
interesting to note, as a typical example 
of the trend, that to finance a $60,000,- 
000 suburban store program, May De- 
partment Stores Co. has established the 
May Stores Shopping Centers Inc., a 
wholly-owned real estate subsidiary, to 
which will be transferred ownership of 
present and future May shopping cen- 
ters.) 


® This last point is fascinating to con- 
template. Retail profits traditionally have 
come primarily from merchandising. But 
merchandising profits, for our large re- 
tailers, have averaged out pretty mis- 
erably in recent years, despite boom 
times. 

Now—it is possible that this may be 
due, in some measure, to the new cor- 
porate forms and to the siphoning off, 
by these new corporate forms, of profit 
formerly directly credited to the store 
operation. However this may be, there is 
reason to believe that the net profit of 
our giant retailers is not disclosed by 
such figures as the Harvard studies be- 
cause more and more of the total net 


profit of these retail giants comes from 
intricate corporate and real estate pro- 
grams. 

Such developments as these could turn 
topsy-turvy traditional concepts among 
manufacturers in selling to and through 
retailers. Clearly, if manipulation of cor- 
porate securities plus real estate opera- 
tions can bring a retail holding company 
a larger net profit than its merchandising 
operations (and I believe this situation 
actually exists in a few instances right 
now), then the world of marketing faces 
some challenging new problems. 


= I propose to comment on this broad 
subject from time to time; I look upon 
it as marking a new era in mass retail- 
ing. And a new era in mass retailing 
must profoundly influence the policies 
of innumerable manufacturers. 

° 7 ” 


Since writing this column I have 
learned that plans are in motion for the 
Sun Ray Drug chain to merge into Con- 
solidated Retail Stores Co. The latter 
operates 29 women’s apparel stores—Sun 
Ray operates 140 drug store units. In- 
cidentally, Consolidated Retail Stores is 
controlled by A. M. Sonnabend, who is 
also part of the new Studebaker-Pack- 
ard setup, which would seem to stamp 
this merger between Sun Ray Drug and 
Consolidated Retail Stores as being very 
definitely another step in what I will be 
calling, “the holding company era of 
giant retailing.” + 


From an Art Director's Viewpoint. . . 


The Clear and the Unclear 
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CONTSINER CORPORATION OF AWEMCA Last 


By Andy Armstrong 


The art director continually finds him- 
self on the same spot as a party guest 
playing charades. Some ideas can be acted 
out; others cannot. Some copy thoughts 
can be pictured; others defy illustration. In 
artwork, as in cha- 
rades, a simple state- 
ment of the concrete, 
like “The quick brown 
fox jumps over the lazy 
dog,” is a cinch for 
graphic communi- 
cation. 

Abstractions are 
tougher. Charade play- 
ers get hung up for 
hours on stuff like 
“Ontogony recapitulates philogeny,” and 
occasionally an art director faces copy that 
is equally elusive: words or ideas that sim- 
ply cannot be pinned down for illustration, 
no matter how he parses them. 

Admittedly, while the material for Con- 
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tainer Corp.’s charades is often dense to 
the point of opacity, the handling is con- 
sistently expert and imaginative. For the 
nature of the advertiser and the position 
he wants to occupy, there is general agree- 
ment that this campaign could not be bet- 
ter. The fault is not Container’s that often 
The Game must be played with words or 
ideas too abstract to picture. 


= If quotes like “A penny saved is a penny 
earned,” or “Damn the torpedoes, full 
speed ahead” satisfied Container’s stand- 
ards, thinking up pictures for them would 
be as easy as acting them out. Concrete 
words, however, are as scarce as one-eyed 
flies among the Great Ideas of Western 
Man. These Great Ideas tend to sound 
more like Container’s 1953 quote from 
John Stuart Mill, beginning, “Representa- 
tive institutions are of little value...” or 
Montesquieu’s “The tyranny of a prince in 
an oligarchy...” 

If you get these to act out in a charade 
—‘representative,” “institutions,” “val- 


ue,” “tyranny,” “oligarchy”—you might as 
well gulp your drink and go home. If, on 
the other hand, you are trying to design 
ads around these two quotes, you might 
settle for the same graphics Container did. 
For Montesquieu, a pile of antique mason- 
ry cracking up. For John Stuart Mill, a 
picture of John Stuart Mill. 

Two recent ads shown here stress fur- 
ther the contrast between concrete words 
and abstract words as advertising illustra- 
tion material. Whitman’s quote is: “Who- 
ever degrades another degrades me, and 
whatever is done or said returns at last to 
me.” This you could act out and people 
would catch on quickly. T. Roosevelt’s 
words, although great, are abstract. “No 
man is justified in doing evil on the ground 
of expediency.” As material for a charade, 
it approaches the density of “Ontogeny 
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recapitulates philogeny.” 

Container’s staging of Whitman’s words 
and Roosevelt’s words shows an interest- 
ing duality of creative thought. Tempted 
by the seeming simplicity of Whitman’s 
idea, Container tried to picture it, but 
wound up burying it in a fuss of obscure 
painting. Correctly judging the Roosevelt 
thought as too abstract to portray, Con- 
tainer fell back on Roosevelt himself, but 
came up with a striking new sculptural 
handling of a portrait head. 

About all this means is that while words 
and ideas vary in their picture possibil- 
ities, their respective fates are in the hands 
of people. Some people hide a simple idea 
under layers of nervous trivia, while oth- 
ers breathe sparkling life into a grey ab- 
straction. The odd thing here is, the same 
people seem capable of both. + 


What They Were Saying 25 Years Ago... 


An editorial in the Journal of the 
American Medical Assn., endorsing the 
Tugwell bill to strengthen the Pure Food 
and Drug Act (AA, Dec. 9, 1933): 

“It is no secret that the development 
of modern advertising, particularly for 
certain types of drugs, foods and cos- 
metics, has been so extravagantly elab- 
orated and altogether so grossly exag- 
gerated, misleading and unwarranted as 
to smell to high heaven in the nostrils 
of every honest man.” 


Milton Goodman, Lawrence C. Gum- 
binner Advertising Agency, New York, 
in a letter to the editor (AA, Dec. 23, 
1933): 

“I think this is new—a green roto page 
in an otherwise brown roto section. En- 
closed is a sheet from the New York 
Times for Dec. 10, with an ad for Houbi- 


Salesense in Advertising ... 


gant in striking color contrast to the rest 
of the section... We foresee a new trend 
toward ‘rotocontrast,’ helped along by the 
need of certain advertisers to show their 
products in new shades without getting 
into full color.” 


Stuart Peabody, advertising manager 
of Borden Co. and chairman of the Assn. 
of National Advertisers, in a letter to Ad- 
vertising Age, commenting on an AA 
plan to reduce fraudulent and misleading 
advertising through copy supervision by 
groups of media owners (AA, Dec. 23, 
1933): 

“The plan ADVERTISING AGE suggested 
does not include consumer representation, 
and this representation, in my opinion, 
is not only desirable but necessary under 
the socialized form of government we 
seem to be heading toward.” 


Let's Face It: Advertising Is Not Lily-White 


By James D. Woolf 
Creative Consultant 


From an old friend and former col- 
league, now a vp of an excellent Califor- 
nia agency, I have received a letter chid- 
ing me on my Nov. 3 article in AA, “Is 
Advertising Worthy of a Lifetime’s Ef- 
fort?” 

My article was 
based on a letter from 
Ist Lt. John H. Bissell, 
who is presently serv- 
ing a three-year post- 
college hitch with the 
Air Force in Germany. 
It seems he gets many 
a sympathetic pat on 
the back (or angry 
scowl) once he admits 
that he plans to make advertising a ca- 
reer. 

My California friend writes that he 
has enjoyed every moment of his busi- 
ness career in advertising and that he 
wouldn’t have changed it for anything 
else if he could have. What he chides 
me about is the fact that I point out a 
lot of the unsavory things about adver- 
tising . . . mone of the good. He also 
says that (unpardonable in a writer) I 
fail to give any clue to my answer to Lt. 
Bissell’s question; namely, “Is Advertis- 
ing Worthy of a Lifetime’s Effort?” The 
lieutenant also wants to know how to 
increase the respectability of advertising. 


James D. Woolf 


# In the same mail with the lieutenant’s 
letter came a letter from another old 
friend, a brilliant New York agency ex- 


ecutive. He thinks, as I do, that adver- 
tising is worthy of a lifetime’s effort, 
but he also thinks that we should strive 
harder to increase its respectability. His 
letter is in part as follows: 

“We've got to find a way to give the 
public a true and undistorted picture of 
the normal advertising business man. 

“Another step we must take is to clean 
out the false and misleading advertising 
which contaminates the larger percent- 
age of useful, honest advertising. 

“As you recently pointed out, fake 
sales, fake testimonials, dishonest prices, 
bad taste—these are the practices which 
tar all advertising and advertising men. 

“Why don’t we try a self-policing com- 
mittee made up of advertising men from 
manufacturers, retail stores, agencies and 
media? Moral power, while never com- 
pletely effective, does bring results in 
many cases. 

“Why don’t some of our esteemed as- 
sociations tackle the problem? Certainly 
bad advertising is working to make all 
advertising dollars less effective. It 
strikes at the roots of the business.” 


= My California friend says he has been 
happy in his 25 years in the business. 
So have I. Advertising offers a great 
career opportunity. But I am not so hap- 
py that I believe advertising is lily- 
white, and I think it is the duty of 
every one of us to do what we can to 
protect its respectability. 

It is a sad thing that Lt. Bissell’s com- 
rades sneer at his ambitions to be an 
advertising man. # 
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| EVERYBODY'S TALKING ABOUT THIS GIRL 
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Why is this girl the talk of advertising and marketing circles? Why is she the 
subject of so many articles and advertisements, speeches and surveys? Because 
she represents the market with the Midas touch! Like Midas, she’s always mak- 
ing wishes, always reaching for something. And whatever she reaches for turns 
to gold—for those who deliver the goods. She represents America’s 8’ million 
teen-age girls... who spend more than * billion a year...not counting the family 
purchases they influence and the costly gifts they receive. 

Is it any wonder the teen-age girl—once pursued only by teen-age boys—now 


A sister publication of SEVENTEEN, and the only magazine of its kind, 
SEVENTEEN.at-School adapts SEVENTEEN’s editorial content into lesson 
plan form...carries your advertising — via SEVENTEEN — into the class- 
rooms of 75% of the nation’s high school Home Economics teachers. In 
addition, your educational materials are made available to the 19,500 Home 
Economics teachers who are its regular subscribers. Ask us about it. 


has more suitors than she can shake a lipstick at? Manufacturers, retailers, 
advertisers...all are out to win her heart. And naturally they’re doing it in 
SEVENTEEN magazine... for SEVENTEEN is the only magazine that talks only 
to the teen-age girl... heart-to-heart and cover-to-cover. Devoted exclusively to 
teen interests, needs—and desires, SEVENTEEN creates a ‘‘Midas mood” that 
produces amazing buying action. (65.2% of SEVENTEEN’s every-issue readers 
have actually bought from its pages!) That’s why advertisers place more linage 
in SEVENTEEN than in any other monthly magazine for women. 


SEVENTEEN-AT- SCHOOL 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, New York 22 « PLaza 9-100 


ae. mst “t. = ‘ = * iii % ‘hee e. r ———— - = ~ > ub 4 
: : li de ee } o oO ee) tae Be Se ee Silty 13. aphileerene rt rs 4 o> Ge 
instal Bi crags Se spite i: ie ae : ial ee nS sai Ga ahs See kad mun. aes : : 7 
2 ban ae ae Sy! a ee eee ¢ pees eS “ae A Sas More iti PEERS a 
is oie * e c , 4 ® « > . : : . é Yt es a re 
ee 
a 
to ie 
ee ane 
ne es » 
4 cee 
ad re va ‘eee 
a a i a 
“4 tes at ee bee. we, 
o . Pes > “She, 
y ~ a ‘ a 7 
d r » 2 en teem Si. Sip eS s ss 
A wit ne ne ital aoe ae 3 
Peet oo - ~~ . > Sone Naga ae ; =e 
ils agai aaa ’ 
J ee” . ‘ de | oa 
y F : Pn a Jone ee ma me or 
Ss aight gh limes . aa ae nd 
f e : we 3 " 7 te 25 “i 
ge nee “at : ee oe SN” Se . me 
a oes pa ae ‘ Ps n a ee fates’; 
ae ad on ‘ * ihe 
4 a . F ail : aes 
ee “ nt Ci ual Ps ie bie 
ee ee ee st a . eat Act 
«ae yo , ? : 
: 4 a ge - - sa eee “ oe] ay < and wie ae 
‘ a as ee pies a ao 
tain ‘ # , Pe ; — MT, es 
: « a w 4 te oa “4 . ie = 3 Pe 
tps = 1 Ca ng een a : 
ae asia ~- a —— 7 5 a : be 
‘ a “ [oe a "eae a ees 
f : _ ee Oh ae aes A q aa om ne 
¥ need “i io ea wr weg re + EY ; pee - Ne ee 
I o ms = eo a gt ‘ z a \ " 5 ~ ai a cae 
ee ee Ls aah uo 0 ae —_ a pi “ ee 
67) <= ge : "  — se Eo 
t j : , ae \ ter Oe zy 
4 Fi ’ ot : q a sae 
é —— = me ™ 
ad % + - a ee ee 4 ° ~~ +s * 
ig OS aaa. ; .. ie 
—— ll (il ; ee eee: 4 4 
 . Bens Soe — i Bg 
r 2 ‘————— S , : 0 x 
J 53 # ag P — a see | aa " rg 
- Le 4 ¢ = & ets i P ™ a 
3 ne — f * — ia 
— ee : a 
7F eo on + oa 
‘ 4 %, a be a a S ¢ iy a 
— Oe NGS SS _ 
Ca 2 ag ia ai ee i ee be 
- Seg, al ee ee ples ae exes 
5) aaa ie ae ‘ at 
ca a * Sy cota an) . — fecal 
5 cc a 9 aie ek eer es — lS : = a ae es BPs: 
‘a a 6S Jo) i ne Oe i as betes —s a hy or 
+ = gt of CEE 2k Boe a eee Bo oe i eee Stel Ook . ae : ‘ " ox 
keoee mmentaadig* 1 ( pio Ue aaa aa ‘SPA Sats ate ae aoe 2 aed e i ‘ He _e 
ee ee ee ese ee By eco: - iehasend a cer y ratte 
en lae Te an eae) oc. 2S te cs rl : ; CR RiMMe 0 sas ick: , Ba ate 
be aia (spa aces eed Pee OS ae ee ray Je ‘ i ret 
eee a Ree ee ; x Ea ae geo mete ee AAT = nn Ses SE ee ie oe - ete 
ee ewe 8 ee gs i oe eae iene re Bnet Bi 
* ieee is 5 =, igh <a aaa te Eth \ id Fa icbred ee ake! : / a 
) Jr 
=. co han aes ‘ i F : 4 / a 
pied : era, es eee : : hex ee: p *s eee : aie ; nea mrs 
ie Pras eo Sih Sige joie aS : ne cae : eas seit Faia ig ee te 2 ee meni = <5 F , C NG 4 ‘ ‘EE O ae UN (A oO MENU a DER 20 ya oe: ‘es 
Fa oe aby Oye ae to ee ey aaa es en ee a ee La Etee si \ . LORE aE ee nad 8 SRT hes, EN-UND ee ei hens 
Ry ae ee ot eee er ere rt” eden MBL Se 5 GE. cs et 2 i bs a 4 (he: Atti (CON RmRCeR paper ay ? ecg ect cae 
ee pgs * ae me Sea iRuh: ae Be Scala Be cara aes Ae gv RS ae Ph ecig Pe he a eo cc hae ai Pe a ay 
: SIN ER cs ane tas = gig rth a Ba Ra eon see, ae sie Bel: L ia ie iene: Soucek tel : i 3 = par aia aa = ka ; 
‘ a 
‘ 
‘nal 
at 
ae 
Peigts 
pe 
tae 
Lylidrl yy: , 
~ 
“5 
ee 
agin 
web! 
Tae 
y aed 
4 a 
Ae 
; ae 
! . aye 
> or 
, Bo 
( Paes, 
j or 
tae: ek 
ae 
cone 
Pgs 3 
Oa 
n 
ad , 
: * 
rie t 
is 
tat 
. ¥o. 
eee 
ae 
‘oe x 
c 
sc a 
; Co. fs A 
ft. #0 oe 
a. es tf 
; 2 7 : Pion 
= " Ps a» oe g' 
IMU i 
brand loyalty starts in... ae 
. % 
: eras 
aes 
ie 
=) 
| en, ‘: 
\ ee) Baas 
; ‘ { af 
oe ‘ re aah Facies Sr a | € ; ths : aa - | ‘ : aa aie ’ a : e Roy: 
a a Sh SO : oe ati Se (ace!) CEs oe Ge a g zi 5 7h ee a . Be ee SN i dee ee Gee! ee Soe eee ee Ee See eae ae > aa 4 a E: 
met nas ee PAN a ce Hin \ t “Th kg i 7 ee Sr - =— 7 ae ae a Be a VG - ee re Perey ahah as ae faa _— Bia? 
ie aa ¥ ~ ee += ° 3, =: Jes Popes ae SAE. Te Sas ee My ahd 
i hl i eases | 7 & - = ape Newach Ree A eae 
bes 24 GE, Se eT oils ee a et ae TOPS NEP hie p ot oe as oa 


64 


PS ee Soe SI SE Oeer 3 
oe RR ag Fa 


oe aaa ees a: 


z 
peek 
Fk | 


* 
ian, 


Advertising Age, December 15, 1958 


Letters Prove Ad People Are Worried 
About Public Face of Advertising 


On a single day, two communications from “typical” advertising people landed on the AA 
editorial desk, both expressing great concern over the face which advertising is showing to 
the public in fiction, in movie and television scripts, etc. Because we believe these senti- 
ments mirror those of countless advertising people, we are presenting them herewith. The 
headlines were supplied by the writers. 


Advertising and 
Bartenders 


By Helen H. Smith 
Smith & Armbruster Advertising and 
Public Relations, Pittsburgh 


Fellow admen—and “bartenders”—gather around my 
soap box. But don’t get too close; I may be sick. 

All of us in the communications business are justly 
concerned about the picture of the United States that 
friends abroad are receiving. For a long time now I’ve 
been wondering if we aren’t getting the mote before the 
beam; if we don’t need to clean up the picture of our own 
bailiwick in our own society before we can do an effective 
job of interpreting our country to other countries. From 
my observation, we’re doing a pretty good job of public 
relations for most of our clients, and an eminently lousy 
job for our own profession. I firmly believe that if we 
would address ourselves to this “personal” problem, we 
might render one of our best services to those we serve. 


s What does the American public think of us? 

Among the stacks of pre-Christmas direct mail I re- 
ceived at home was a gift catalog published by a very 
good silvercraft firm. One of their offerings was a series 
of cuff links decorated with the insignia of the various 
professions. Advertising was the only category coupled 
with any other. It was coupled with “bartenders,” and 
the insigne for us was a pair of cocktail glasses! 

If the hero of a tv play or short story is neither a law- 
breaker nor a lawman, then the chances are he’s in the 
advertising business. You would think, then, that the pub- 
lic might have acquired a pretty comprehensive picture 
of our noble profession. Well, it has acquired a picture. 
The public has discovered that advertising people are 
invariably successful—usually rolling in wealth—and that 
they get that way by working as seldom as possible. 


= No wonder so many young college graduates who aren’t 
prepared for anything in particular yearn to be a part of 
this earthly Shangri-la. Whenever the script calls for a late 
breakfast, an early lunch, and the afternoon off, you can 
be pretty sure the lead will turn out to be an advertising 
man. A banker, a machinist, an insurance man, or an ele- 
vator operator just wouldn’t seem logical in the role. 

These fictional advertising men differ widely in their 
professional responsibilities. If their jobs are honored with 
any clarification at all, they either have huge staffs who 
do all the work, or no staff at all, which nevertheless does 
all the work. Either they have nothing more concrete to do 
than balance lightfootedly between winning and losing 
multi-million dollar accounts, or they are human dynamos 
who combine the talents of brilliant artist, inspired writ- 
er, expert researcher and media man, and irresistible 
salesman—who cause advertising programs to materialize 
full-blown, and produce all the program components with 
only an occasional glance at the building in which “the 
office” is located. 


= I suppose only advertising people wondered how adman 
Herbert Philbrick of “I Led Three Lives” made ends meet 
when, for nine years, he operated as an exceedingly active 
communist, an efficient counterspy, and an advertising 
account executive who made his own layouts and fin- 
ished art, worked out his own programs and budgets, 


selected his own media, and wrote his own copy, stopping 
in at his office only when the excitement of his three-part 
life slacked off to a slow stagger. He somehow managed 
to support a wife and two children in comparative splen- 
dor, and had time left over to be a not-too-convincing 
pillar of the community. 

Well, I’ve been in the advertising business for only 15 
years, but, just so I can say I’ve lived, I’d like to meet 
two or three of these whiz-bang types who manage to 
make a mint just by carrying a couple of dog-eared ad 
layouts from bank to bar and back. I’d also like to meet 
the clients who pay the tab for this soft kind of life. 


= I have a strong suspicion that writers caught with im- 
possible plots are in part responsible for the way our cli- 
ents scrutinize their bills for evidence of yachts and ex- 
pensive blondes. And I have a bold suggestion: next time 
the plot requires a rich hero with a vague-if-any occupa- 
tion, why not give the advertising business a respite and 
make the fellow independently wealthy, or maybe a writer 
of fiction? 

Apparently the advertising profession makes a substan- 
tial contribution to all kinds of nasty statistics. At least 


“What Business 
Are YOU In?’ 


By John D. Yeck 
Yeck & Yeck Inc., Dayton, O. 


If your Uncle George was a horse thief, you’ll know 
what I’m talking about. 

Theoretically, Uncle George’s “profession” is no con- 
cern—and no fault—of yours. His reputation can’t possibly 
help you or hurt you, theoretically. You’re an individual 
in your own right. You can stand on your own two feet. 

... But don’t you wish George had been a bookkeeper, 
let’s say, or—at least—not got tangled in that rope that 
way? 

Sure you do. Because George’s reputation sticks, slight- 
ly, to every member of the family, and there’s no way to 
brush it off. The only possible thing to do is keep quiet. 


= Let’s talk instead, you say, about Cousin Peter? He’s 
a bank president? Oh. Well, theoretically, Cousin Peter’s 
profession is no concern of yours and no credit to you. His 
reputation can’t possibly help or hu—You mention him 
every chance you get, you say? How droll. 

His reputation, as I said, can’t possibly hel—Just having 
the same name got you in the best club in town? Well, 
whadayaknow! 

Isn’t it funny how you get identified with people and 
things that way. I’ll bet that happens with you and ad- 
vertising, too. 


= You’re a part-time mailboy, perhaps, or the chairman 
of BBDQ, or one of those retired fellows who sells novel- 
ties from a rocking chair . . . no matter. When the Adver- 
tising Council gets a big fat pat on the back from some 
Cabinet member or other, you take a bow. Or even if 
you’re calm and collected about things like that, your 
friends notice. “Advertising,” they say, “That’s old Skin- 
head’s game, isn’t it?” 


the public is given to understand that if an account man 
or art director misses total alcoholism, he has a choice of 
ruining his own and others’ lives either by having no so- 
cial consciousness whatever or by having some, and there- 
by being torn apart with neurotic guilt. If he has time to 
look at his family, he sees its members only as “problems” 
or “stumbling blocks.” 


® There’s plenty of good humor in caricatures, but when 
the caricature of the advertising man is as off-track as it 
so often is, isn’t it time we tried to ¢hange it? Billions of 
dollars are entrusted to our care, yea big segment of the 
public thinks of us as irresponsible personality problems 
who spend our bulky leisure in one significant posture— 
glass in hand. The consequences of such an impression may 
be slow to reach the pocketbooks of the fellows who hire 
us. I hope so. But they ought to reach the stomachs of all 
of us who are satisfied that our advertising jobs are fairly 
worth while occupations. 

When I step down from my soap box, which I’ll do after 
23 more words of copy, what say we start spreading the 
good news that I, and you, won't be stepping all the way 
down into a cocktail glass? + 


And that.“Madison Ave. Martini” label will root you 
out and fasten itself on even if you’re a teetotalin’ Pillar 
of Paducah, Kay Wye. When you boil it right down to the 
powder, it always comes out... 

You are Advertising: Advertising is you. 

And, to a certain, small degree, Advertising’s current 
reputation rubs off and sticks on you . . . week in, week 
out. 


# Funny thing about a reputation, too. It’s a combination 
of what’s done and what’s talked about. People don’t al- 
ways know facts; they know what they hear. A reputa- 
tion’s vague and general, too, made up of a few basic 
concepts ... and a million little things. 

Any good, juicy scandal smudges Advertising’s reputa- 
tion for years; every Bruce Barton polishes the fraternity’s 
scutcheon forever. Idiotic ty commercials and local Com- 
munity Chest Service have their minor effects, too. 

Chances are every person who reads this page helps 
make—or break—Advertising’s reputation. 


= And, strange, isn’t it? Talking about it is almost as 
important as doing something good or bad. (Old George 
wouldn’t have been nearly so hard to live with as a secret 
horse thief, would he?) 

Everybody talks. But advertising men talk about ad- 
vertising most... and often the worst... of all. 

Advertising’s “public relations” (our contemporary 
euphemism for “reputation”) depends a great deal on 
what’s said about advertising. On the street, in meetings, 
in colleges and barber shops. 


s If we all look for the good to emphasize whenever we 
do or talk about Advertising things, advertising’s “public 
relations” will be taken care of quite nicely, thank you... 
and you’ll know it, five or ten years from now, by the 
way you answer the question: 
“What business are you in?” 
oo as * 


Come to think of it, old pal, you must tell me more 
about your Cousin Peter, + 
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Bet she hopes someone remembers fer with some of these lovely 
Cannon towels she’s giving so proudly! 

They’re so luxuriously soft and fluffy, with ‘“‘that special 
Cannon feel.”’ Loveliness that’s woven in to stay through many 
years to_come. 

For Christmas this year Cannon gift-wraps towels in 
gleaming Swedish fruit baskets, magazine racks, and in many 
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other handsome and useful ways. And tips off clever Santas 
about them, in colorful magazine and supplement pages, on TV. 


For 38 years we have been helping Cannon Mills, Inc., sell 
more towels to more peopie for more bathrooms. With the 
happy result that Cannon stands first with 8 out of 10 towel 
customers! 


P.S. The Lady of the House would adore a Cannon towel gift set! 


+ CHICAGO + DETROIT + SAN FRANCISCO + HOLLYWOOD + BOSTON + HONOLULU 


ies a nee tere Bran, Lp i eee ae aie Pe eee ER: ~~ a 25 es maa # pee: be 
: Aus ion, i a ER one TT. 7 7 at = Wake. iRise Leta ata . 4A = be Ae aa, mae f P ST : Wee re 
a ee Be : rae = a 2 fe 2 as Ei re 3 5 i * a : 2 ae rare a hes or ai ; i, ©, : eae cae ee 
2 . . . e 1 : “oe va 
a 
7 9 bo 
: . 2 - her an Oe wer : > 
Se eae ws me ele. ee ees Mt Pagers ae! tee eye Tene e Ft Be Be ee ee Se a ar yee ote “i at e,. *. ee 28 ra « ph ae Tee: he A hag « 2 rj s. A Bi 
’ id . 
B —— ae a ‘ 9 ‘ ne 
; ig iia Pane ae page : “ = 
; ot r ae a o i i ot ae 
. — ee pe ‘ Be St) 
: ee, = ae ye : ¥ # ¥ : 
, : ii t- «3: ie 3 
¥ ; i . ee ee } a P= gsi * ea 
r tN Rs 6 ee ae ’ " 8 
“3 A oa : A SPS et a é : 
, Ty = a ron ' ers 3 : 
#4 e a ri ‘ee ee eer =, Stee nl aa : 
oer % — Lae ee ne & : ; 
he. i lt ee Nea A Mee ceils 4 1 side 
- . ., J aoe ~Sye sion re 7 — te 
ay >. iw bai Ps ape tee 2 z ee 
/ od o .. Se ro 4 ae. Mis “ eee. — e oe 
. ps Se oe he >. °. iia tee , : 
. 1 eet ae — ee Be aa : : 
és 1) we iy e . 3 . ‘ SS i SV 
: . ae. i 24 J ay . ye q a 
+ aoe a. ce a . 4 ca 
; ot Rok ue " a : ees be t oe 
i — “a oe 
5 F ne , ” 4 3 * & i 
7 ’ . t ~~ - Pa . oe og 
— eee ‘ ‘ Mae: 4 : on 
~*~ p 2 , r a A oi er 
~% . , ¢ . par 
: « Q 3 oe i x. “ 
fo se pe , 7 i 
- a 2 ae L% a 
ie " J tp ao 
“7 A : 3 os 
: ’ ; 7 4 as . : Ro ws fs a 
i 4 ie >. : " ‘. : 
~ x ; : oa ; 
e 4 ‘ Bb ¥. os ‘ih ey 
a3 RE Se . : * % a = F i a 
4 vf on . ; 3 . ei. q : a P % . 
tea a e a ¥ Y > : Se 
: a fi . ae , : “a 
Me 4 * 5 
: . % A 4 , de 
: Ak :, a _ j >}. eM , : 
a = ree | — “< he 8. sev 
Fg be, ; oe e * fied # z 
“3 , & _ i a Es 3 : be 
: 4 P> gt " ig . se a ya } e aha 
‘ wr al i t. i ‘\ ? Bia . ee , a Fi eh iy oe 
"sf = : a } 2g! Seo Bi. bas A 
> ae . " ae y : a 
; A € a 
. ad 4 y 1 wal a = a ‘ a 5 
a a Ne sd 
' , J % . ‘ a ‘ 4 
‘ ‘ : ‘ fie. - $, 7 . Mo: Js! A po 
, + ee — ya (ieee: 
: >. a : . —e nS se 
? 3 i ay * eres eh. 
7 ‘gl ba eit a 7 — at Oe oa, a 
{ a ’ yas pi “a >?’ =v ‘ ; 
ee 7 7 mg \ 7. a ¥ 
- Be & — ‘ mm ~: « a 
af | ¥ 4 ae a : P ry! ae 
iba ss a + at a / ; . « *, ir 
a , > = |’ .*s — 
a : a ; -~ = # | i 
fade ’ q 7. ule a ? . 
> ‘i <a & gk Pai . . 
* = , 2 ae = 
3 Tan < wee il 
ee Me & TS 4 “ 
ria 2 an ‘tite - a 
. re seg _—. : , oie | 
‘ le ’ | oF 
2 od / > 6 
¥ i cay aes i 4a . ; 4 " ARGS 
: : ibs ‘ae ay ae s p OF Pe , ho 
i as, q r > pea i eo 
—_ - — So. i al ~ ae en 
; 5 ie - = F — q 4 ‘ad Whee » wit Oe” at PEE 
> se * $ ee ~~ . Ei : 
g ie = a?" = ‘ ie a Le Ws . 4 é P 3 € a . 
ce |W ae j 6d oe . 
Wiss oe a Tae 048 ‘. *. a if 
: . % a eo 2 ey ee mus 
q - ‘ * at He : ; ii: . ®, . ‘* : Bes 
; ‘@ “ee e. . Ms - Se uae 
3 ; he Se : Res 2 “> f _ uA . : ee 
} * r& 3 * ¥ " : vi *~ x i a a ee int at. : 
; é * Se as ae ¥ ory — e %. si ; 
e aye 7 rh) oF Ae) € eee , . 
ees ae rece. ” a 4 ‘ * a ee a J *, 
5 5 ee J A * & 3 a 5 . es. * Poe Sane 4 . is _ 
de « oS i) 4 wr ss AP ee : 4 “Suk. # ane 
, ar ni - =. , A ; ; = | —_— i 
< an F tae, "5 a * » ‘ ag! 
¥ ao $s Bee ; ‘ 4 % . “2h x pee 
_ ~ 3 . Fe hig a — — Whe ot, ae 
' ‘a : ~ as ) ae © 4) = . 4 : ; ae . 
p = ef rie cas aoe ¢ : ‘ ae: re 
4 = ae 0 ee i” N . i 4 wre aoe 
' ae cls Be a Sp Re . ae i ' ge ae = 
q Ps meres tt oe ey “2 Pa ; —_< Sp: 
Siig 
see 
an 
cee 
me 
ee 7 
| Peles 
aie 
oh 
ek: 
Pc I = 
r oe 
| 
jp caer - es ae, Ween He ‘ i od aan ao a HT ceed See pa is i Seat ee Bette a a il er ase oa, iceman 2 
Un Je AG FESS ay: er Sg RMR A Oe Ngee Teele aig eae rege hey hose See eer ees SS ea ee 
eter tls Dipegh > Sas Re A ae ee ea ieee Ae ey, 
pes beens uf ig Ml ay te etarss 


The Peeled Eye Department... 


Do-It-Yourself Electric Chair? 


By Dick Neff 


Really Electrifying 
John Avrett of Donahue & Coe writes as 
follows concerning the ad you see here: 
“When I first saw it, I thought it was 
actually selling do-it-yourself electric 
chair equipment. The copy becomes quite 
macabre with the ‘hot 
seat’ in mind—with 
such phrases as ‘rugged 
long life designs,’ ‘in- 
stant warm up time,’ 
and ‘safe and reliable 7 
operation’.” 
Reminds us of the 
time our youngster P| | 
kept yelling out of the 
ear window, “Sing Dick Neff 
Sing surplus electric 
chairs—get one for your daddy.” 
Must’ve used the wrong appeal. Never 
sold a one. 


.%" 


And Bring Plenty of Cigarets 

Want ad from a Tokyo newspaper, as 
reported by United Press International: 

“Smoking, drinking, carousing, Japa- 
nese-speaking Caucasian gentleman wish- 
es to meet smoking, drinking, carousing, 
Japanese-speaking lady. Object: Smoking, 
drinking, carousing. Send photo.” 


Those Bulletin Board Smart Alecks 

Richard P. Monley, assistant account 
supervisor at MacManus, John & Adams 
Inc., sends along this little item to 
munch on. 

“Parke-Davis .. . has been running an 
institutional campaign in mass weeklies 
with the continuing headline, “THIS IS 
WHAT WE WORK FOR AT PARKE- 
DAVIS,’ 

“Because it is a fine campaign, the 
company’s public relations department 
posts ad proofs on bulletin boards 
throughout the main offices. One of my 
spies reports that one employe, on notic- 
ing the ad for the first time, struck a 
stunning, if anonymous, blow for pro- 
gress: He (or she) pinned a bag of pea- 
nuts under the headline.” 


Oh, that Quiz Biz! 

“I happened to be up at the offices of 
‘Who (sic) Do You Trust’ last week, a 
weekday tv quiz show,” writes Maxine 
Hartman, copywriter with L. W. Froh- 
lich & Co., New York, and noted the fol- 
lowing. 

“There are several offices at the end 
of a hallway, all offices belonging to 
this program. On some doors there is 
a legend saying, ‘Who Do You Trust?’ 


Employe Communications... 


On all other doors, there is the state- 
ment, ‘Watch Your Step.’ 

“Is this a new form of institutional 
advertising?” 


Texas Christmas Shopper's Guide 

For the Texan who has everything, Ned 
Calmer of CBS reports several interest- 
ing little trinkets like these offered by a 
Texas department store this gladsome 
Yule: 

A generous bottle of fine quality 
perfume, for only $2,500. 

A set of china just like Queen Eliza- 
beth has and a home soda fountain like 
the one the King of Saudi Arabia has— 
for well under $1,000 apiece. 

And last but not least an interest in 
over 100 oil wells, a steal at $850,000. 
This item has already been sold, but 


HYPAC’ MINIATURE HI-VOLTAGE 
BC POWER SUPPLIES 


A caw concept i miniaturized bgh voltage OC. power 
suppiees, These seif-contamec wnrts pravide high voltage 
reguiated outputs Dy utmg sohd state devices and magnetic 

* @umponents @ edvenced circuitry. Conversion and controt 
© Smell Sine, Light Weight fumcbene ae accomplished at low voltage teveis and hence 
© High Efficiency, tow tees %21® and reliable operation of afl semiconductors result. 
-- All units ave transent protected and shortcirevit preof. 
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maybe you can get the store’s buyer to 
re-order. If not, maybe he can pick up 
some other little stocking-fillers for you 
—such as the state of Alaska. + 


Labor Is Calling the Shots 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) i 

Management has recently taken a hard 
blow to the solar plexus and—as this is 
written—it has not yet fully recovered 
from the shock. Election Day 1958 had 
the effect of putting a whole new front 
on employer-employe communication, 
since Nov. 5 suddenly emerged as the day 
of the agonizing reappraisal. 

Within weeks the new Congress will 
be taking up subjects which bear direct- 
ly on the relationship of employer and 
employe. Judging from early conversa- 
tions between Lyndon Johnson and 
George Meany, which occurred before the 


body was cold, certain alleged abuses of 
labor are soon to be corrected. 

You may safely look for the re-intro- 
duction of a bill similar to the late Ken- 
nedy-Ives bill. Its restraints upon labor 
will be fewer, of course, and the gag 
upon management will be tighter. The 
Kennedy-Ives bill (which was shunted 
onto a siding by Speaker Rayburn in the 
last session) provided for muzzles for 
management that would have made em- 
ploye communication a lost art. 


= How soon the drive will begin to 
wash out Taft-Hartley is anyone’s guess, 
and right-to-work is viewed by most as 
a dying, if not a dead duck. The cam- 
paigners against inflation will have cold 


audiences—the rank-and-file employe 
likes inflation because it means a job and 
income. He doesn’t like a sensible, con- 
trolled economy because it means lay- 
offs and unemployment pay. He will be a 
hard man to convince. 

The recession afforded management 
probably its greatest opportunity in ten 
years to sell to employes the soundness 
of its viewpoint; the need for profit, the 
importance of productivity, the signifi- 
cance of the customer. Instead it main- 
tained an aloof silence. The unions 
stepped up their propaganda barrage and 
the management guns went silent. This 
was the true catastrophe in communi- 
cations. 


s What will happen to employe com- 
munication in 1959? The indications are 
already clear that managements fall in- 
to two classifications: 

1. Those who think the country has 


Agencies Ask Us... 
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gone to the dogs, that communication of 
any kind is utterly pointless and that the 
Indians can have it all back; 

2. Those who think that industry put 
on the poorest show of communicating 
in the industrial history of America and 
that, if there is to be a shirt left on the 
management back in 1960, there is no 
time to waste. 


s Industry has less than two years in 
which to woo back a lost audience—the 
employe-voter. To do it will take all the 
skill and imagination, all the energy and 
enthusiasm that public relations and em- 
ploye communications people can muster. 
And it will cost the kind of money the 
unions were willing to spend, and did. 

Thus, since the optimists of industry 
still outnumber the pessimists, 1959 
should be a busy year in employe com- 
munication. With labor calling the shots, 
it can’t very well be anything else. # 


Get Better—Get Bigger or Lose Business 


By Kenneth Groesbeck 


“We’re sore, disgruntled, mad and 
plumb discouraged,” writes an Illinois 
agency. “We have just lost three $200,000 
accounts on which we did a darn good 
job, just because the clients wanted ‘a 
larger agency,’ or ‘one 
with more depart- 
ments,’ or (in the third 
case) ‘one with branch 
offices.’ All these ac- 
counts grew from ex- 
penditures well below 
$50,000 to their present 
size, and we think we 
contributed plenty to 
the increased sales vol- 
ume and its attendant 
larger advertising expenditures. Will you 
please tell us where an account of this size 
gets off to demand more than we have 
been giving them? We gave them all so 
much service that our profit was below 
the agency average. What can a small 
agency do to prevent this attrition?” 

Without sitting down with you and 
analyzing just what you did do, what 
your advertising percentage was in terms 
of sales, how often you made contact with 
these clients, I am somewhat up a tree 
in advising you. I can only give you gen- 
eral principles, which are small consola- 
tion to any agency which has suffered 
three such blows. 


Kenneth Groesbeck 


s It’s a safe bet that your business is 
distinguished by restlessness on the cli- 
ent’s part, by a constant desire to get 
“something better,” and this is not hard 
to understand when we realize how diffi- 
cult it is to evaluate the effect of adver- 
tising, itself only one of many factors 
which affect the sale. Almost every other 
expenditure of money by the client is for 
something definite either in merchandise 
or in manpower, and even this last is 
easier to evaluate than advertising, be- 
cause the worker is right under the boss’s 
nose, and his performance is compared 
with that of others. 

Agencies therefore can be sure of two 
things: that advertisers are constantly 
wondering if the grass is greener on the 
other side of the fence, and that other 
agencies are exceedingly busy assuring 
them that it is. 

This superior coloration is evidenced in 
part by work done for others, but even 
more concretely by physical size, extra 
departments and services, and in some 
cases by branch offices. 


= The first thing an agency must do to 
counteract this situation is to do out- 
standingly good work, creatively. By that 


I mean new and advanced marketing 
ideas expressed in excellent copy, ingeni- 
ous and effective point of sale material, 
constant cooperation with the sales de- 
partment of the advertiser. 


® Second, it must rub the advertiser’s 
nose in this good work, tactfully and per- 
suasively. If you don’t tell him, and if 
possible prove to him, how good and ef- 
fective his advertising is, he will not re- 
alize it. What does he know about ad- 
vertising, anyhow? How do you expect 
him to do it justice unless you constantly 
sell it to him and to his sales force? 


= Third, the advertiser must be made to 
realize how much he is getting for his 
money. Contact reports help in this, but 
examples of money saving, space or time 
bought on better terms, production costs 
held down by skilful repetition of adver- 
tisements and competitive prices from 
vendors—all these the agency should 
forcefully call to the advertiser’s atten- 
tion. It isn’t enough to do an able job in 
landing the account. You have to keep on 
selling it, as long as it is in the shop. 


= Fourth, remember that ours is a per- 
sonal service business. The more you can 
keep all your client contacts on a highly 
personal and friendly basis, the more you 
can identify yourself with his business, 
the better off you will be. This doesn’t 
mean lavish entertainment, which we 
cannot afford, and which the advertiser 
sees through with dismaying clarity. It 
does mean more than the ordinary busi- 
ness relationship. You’ve got to join the 
advertiser’s family, to as great a degree 
as he will welcome you into it. 


= Fifth, although as a medium-size agen- 
cy you may not be able to afford extra 
departments and services, you must offer 
them, and make it constantly clear that 
whatever the advertiser could get from 
larger agencies, he can get from you. You 
will probably be buying such services on 
the outside. However, the client does not 
know that you have them to offer unless 
you tell him so. And remember that other 
agencies are constantly telling him how 
much he is missing. 


= Sixth, in spite of whatever you can do 
to get better and bigger, there will be a 
normal mortality among your accounts, 
through no fault of yours. This you must 
provide for in advance by constantly gun- 
ning for new business, in part to replace 
what you will lose, in part to continue 
your growth. 

No agency stands still. It either gains 
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Mr. Parkin and Barber-Greene are typical of the advertising-sales promo- 
tion professionals and important buyers of advertising products and services 
you reach in the pages of Advertising Requirements. 


The world’s largest manufacturers of asphalt paving equipment, Barber- 
Greene also makes and markets materials handling equipment. Its space 
advertising appears in some 57 domestic and 124 foreign publications. In 


1957, its foreign advertising program appeared in 19 languages in 50 
countries. 


Barber-Greene’s sales promotion program includes planning and producing 
10 catalogs annually. Its exhibits, utilizing animation and other devices 
to demonstrate its products’ operations, are trade shown in the fields of 
road building, mining, railroads, aggregate production, and public works. 
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Advertising Requirements 


PRINTING, PAPER & PLATEMAKING - DIRECT ADVERTISING - RADIO & TV PRODUCTION - LAYOUT & TYPOGRAPHY « AUDIO & VISUAL AIDS + SHO 
Bee eat SIGNS & DISPLAYS + PACKAGING & LABELING - ART & PHO 
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Its distributor program involves such promotional aids as “package” schools 
for training; novelties; and decals for windows, vehicles and exhibits. 


Barber-Greene maintains a four-man art department, a letterpress and 
offset printing center which uses some 75,000 lbs. of paper annually, and 
platemaking facilities. Its use of photography includes motion pictures, 
shots of its equipment in use and a complete photographic laboratory. Its 
direct mail program features eight direct mail pieces produced for over 


80 domestic distributors and nine pieces in three languages for over 100 
foreign distributors. 


As advertising manager, Mr. Parkin is responsible for Barber-Greene’s 
advertising program in national and regional media, ad preparation, sales 


literature, an extensive direct mail program, conventions and other sales 
promotional activities. 
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or loses. The agency which appears to be 
running along on an even keel with about 
the same biHing every year is actually 
losing ground. Time is running out on it. 
The longer it holds an account, the more 
it tends to do much the same thing year 
after year (why not? It has been work- 
ing fine, apparently). And although you 
may not want to admit it, the more the 
advertiser wonders if he wouldn’t pos- 
sibly do better elsewhere. Sadly enough, 
our vulnerability increases with length 
of service. It’s a fine kettle of fish, but 
there you are. 

Every business has its good and its bad 
points. Ours is a remunerative, exciting, 
rewarding occupation. It is also highly 
unstable, subject to personal whims and 
vagaries, little understood by the man 
who pays the bills. 

You’ve got to be fast on your feet, sensi- 
tive to unexpected developments, able to 
smell smoke a mile off, with your finger 
on the advertiser’s pulse, aware of his 
attitude toward you before he senses it 
himself. 


Tips for the Production Man... 


Yes, get better, and get bigger as fast 
as is economically practicable. But most of 
all, brother, get smarter. Get more able 
to think two jumps ahead of the client. 
Don’t follow him—lead him. You’re sup- 
posed to know more about promoting his 
sales than he does. How many instances 
can you cite, friend, of where you were 
in this position with the three accounts 
which just flew out the window? 


8 We tend to blame our losses of busi- 
ness on bigness of other agencies, or of 
their offering something we cannot or 
should not afford. But are these the real 
reasons why the other shop landed the 
business? We don’t hold billing by being 
as good as our competitors. We hold it 
only by being better, and constantly prov- 
ing it. Basically advertisers don’t want to 
change agencies, in spite of their inher- 
ent restlessness. They know how much 
time will be required to educate the new 
agency. They’d like to stay—if you con- 
stantly prove to them that it is to their 
best interest to stay put. + 


Modern as Tomorrow... Well, Almost! 


By Kenneth B. Butler 


Supersonic, jet-propelled typefaces to 
meet the needs of the Age-of-the-Sput- 
niks ... that’s today’s typography. Pick 
up a magazine—any magazine, sir—and 
there they are, man’s newest innovations 
in interpretation of the 26 letters. 

Yessiree-bob, there’s Hellenic Wide 
and Egyptian Expanded and Fortune and 
Venus and Clarendon Book and Latin 
Wide and Chisel and Thorowgood Roman 
... well, I ask you, folks, did any genera- 
tion ever have it so grand? 


THE QUICK brown fox 


RVUE WELCOME 
Ssi.7F FOX jumps 


Perfect OILS 


MODERN DESIGN?—Latin Bold Condensed, 
Hellenic Wide, and Egyptian Expanded 
are three typefaces in contemporary use 
which date back to the middle of the 19th 
century. That face on the bottom? No, 
it’s not Clarendon Book, but Antique, 
reproduced from the 1927 Barnhart Broth- 
ers and Spindler catalog. 


Eh? What’s that, sir? Yes, you with the 
beard and the cane and that octogenarian 
glow, you say you worked with every one 
of those faces back in the 1880s when 
you were a printer’s devil at South Coog- 
an’s Bluff? Oh, now, sir, with all respect 
for age and all that, I must contradict 
you. You are mistaken, sir, why, I just 
received showings on these brand-new 
faces a couple of years ago. 


s Why, yes, I’d be happy to look at your 
old family album. How quaint! You say 
it’s not an old family album? Let me see 
... Why it’s the “1886 MacKellar, Smiths 
& Jordan Co. Compact Book of Speci- 
mens.” You say to turn to Pages 140 and 


141? Well, all right. Pardon me, folks, 
you know how it is ... you have to hu- 
mor these old codgers . . . heh-heh. 

Here we are ... Page 140... darned if 
it isn’t Hellenic Wide. And this type on 
Page 141...it’s labeled Antique Ex- 
tended but that’s Egyptian Expanded just 
as sure as sunset. 

Well, now that you mention it, I al- 
ways did think these faces looked a little 
antique ... heh-heh ..: but I'll tell you 
one face you won’t show me in here ... 
Latin . . . you know: Calypso, Mambo, 
Belafonte—things they never heard of 
way back. You say to turn to Page 184? 
Well, I’ll be an uncle’s monkey .. . Latin! 
And that face right above it .. . it’s not 
Chisel but I sure do know where the in- 
spiration came from! 

Page 137? Oh, yes, “Two-Line English 
Antique, No. 5.” Sir, that looks familiar 
as all goshgetup ... why, if I were putting 
out a face like that today, I think I’d 


call it Clarendon Book ... or maybe For- 
tune... 
@ Page 105? “Canon, No. 2” why, 


that’s Ultra Bodoni. Just imagine, Ultra 
Bodoni is 70 years old ... I beg your 
pardon, sir, you say your grandfather 
used Ultra Bodoni, too? Back in 1820, un- 
der the name Thorowgood Roman? Say, 
that name sounds familiar ... seems like 
I just received an announcement on 
Thorowgood Roman the other day. 

Say, I don’t see Venus here, though 
... got you, this time ... oh, it was a dif- 
ferent company? Bauersche Giesserei’s 
catalogs, around the turn of the century? 
Well, sir, you’ve sure looped me for a 
knock. 

Heh-heh just like I was saying 
folks in the Age-of-the-Sputniks, 
typefaces of enduring, timeless stability, 
stand firm against the stresses of an un- 
certain era. + 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in retail 
advertising and advertising train- 
ing.) 

Here is a retail ad for which the adver- 


tiser must have got a big money’s worth. 
Whoever created it was under no delu- 


ial A nese 


sions as to the purpose of advertising. He 
knows no one is ever too busy to read 
long copy that is interesting to him and 
helps solve a problem. 

He has not been sold by the pop-gun 
school of advertising lecturers that the 
newspaper is only a billboard and you 
must say it with a picture and a “poof.” 


How Much 
Money Should 
You Spend 


100 to 
139 


j $135 to 
' $185 


— 


: $220 to 
i $315 


Too bad the reproduction will be too 
small for copy to be read. It’s all good. I 
mentioned here some while ago the Scot- 
land advertising of Jackson the Tailor, 


Advertising Age, December 15, 1958 


who advertised low-priced suits but add- 
ed in all ads in a very nice and convinc- 
ing way: “...or as deluxe as you like.” 


® This ad successfully gives a rational 
emphasis to the higher-priced clothes 
without discrediting the lowest priced 
suits—which are not $65, but $85. Yet, 
this is done without offending the sensi- 
bilities of men who, under other circum- 
stances, could feel they had been sucked 
into the ad illegitimately by a price at 
which the store doesn’t offer clothes. 

Anyone who has had the task of mak- 
ing clear what are the justifications for 
price differentials knows it is a delicate 
and sometimes almost impossible job. It’s 
well done here. 

The copy sounds like friendly, depend- 
able talk. 


= I would like to bet that this service- 
rendering ad which meets almost all of 
the precepts and principles a good course 
in advertising could teach, paid off much 
better than the usual picture and 27 
words of mouthwash that passes for ad- 
vertising. 

There are about 700 words of copy in 
this ad. If you want a copy of it, the Bul- 
lock & Jones store is at 340 Post St. in 
San Francisco. But don’t tell them I sug- 
gested you send for a copy. I haven’t the 
slightest idea whether they can accom- 
modate you. But if I were a men’s wear 
store I’d want a copy. # 


This Sure Save two-thirds page news- 
paper ad devoted almost half its space 
to the simple and welcome message 
of lower prices. There were only 10 
items listed in the entire ad (love 
that white space’). 


Copy and art aided each other to 
stress the increasingly important su- 
permart store identity, using warmth, 
down-to-earthness and simplicity. 


Let HUMOR open the door for you 


In its most popular form, cartoons, humor can 
be a great attention-getter. A good cartoon 
is often the simplest way to express an idea. 


Next Lesson: “How to Get Along with Art Directors Who Think 
You Are Getting in Their Hair by Reading This Column.” 
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Ad S endin to | Gre Adds PéG's Big Top, Pea 
nga yf gem oop ecno FOOD SALES? 


Hit 15 Billi |Grey Advertising Agency, New| 
| 10n | York, to handle Big Top peanut 


$ agg cS on . 
| butter, effective Jan. 1. Grey al- 
|ready handles Lilt, Party Curl and 
in ears: ead | | Pin-It home permanents and Shas- | 


|ta shampoo for P&G. Compton | 
4 NCR Exec Sees 50% Advertising is the previous agency | Buy the Georgia Group to blanket the Augusta- 


‘ for Big Top. Columbus-Macon retail trading area . . . with its $245 
Hike as Economy Zooms A few days after getting Big Top, | million in grocery money. It’s one bill . . . one check 
ATH Grey garnered its second food ac- | . one order. Combination rate gives savings up to 
to $500 Billion Level count—the Tip-Top cake line of 10% on each ten thousand lines. 
’ - Ward Baking Co., New York. The 
Boston, Dec. 9—America’s $500 account previously was handled by For coverage in the Peach State, it's Atlanta plus 


billion economy expected within 


the next five year ill : J. Walter Thompson Co., which 
50% boost #4 iavetliidine Green will continue to handle the Tip-Top bi . 
the current $10 billion to $15 bil- | >'ad account for Ward. 
oe lion—it was predicted here last 
(ef. 1/1/5 


week. KFMB Promotes Evers 

George Head, manager of ad-| Donald R. Evers has been ap- 
vertising and sales promotion for! pointed general sales manager of AUGUSTA Chronicle and Herald 
the National Cash Register Co., KFMB, San Diego, Cal., radio COLUMBUS Ledger and Enquirer 
also told the Boston Advertising| station. Mr. Evers joined the MACON Telegraph and News 


Club that the advertising profes-| a 
sion is entering its “golden age.” [ener ore ae ~ as execu | Represented Nationally by THE BRANHAM COMPANY 


Mr. Head, also a vp of the Ad- 
vertising Federation of America, 
also pointed out the ad field’s tre- 
mendous success in defeating the 
fears of chaos over the recent re- 
cession. 


9) 


s “Though advertising expendi-| 
tures for the first half of this year| 
were down 6%, expenditures of| 
100 leading concerns were up 7% | 
and by the end of September had/ 
climbed to 9.5%,” he said. 

This proved, he added, that the| 
big concerns were quick to re-| 
cognize that “opportunity exists| 
in any crisis.” 

He said more salesmen are 
needed to capitalize on the impact 
of advertising, despite the fact 
that over 60% of all sales to the 
ultimate consumer are made en- 
tirely by advertising. National 
Cash Register, even with the larg- 
est sales force in its 74-year history 
(7,500 including 4,000 in the U. S.), 
recognizes the need, he added. 

“If each of our salesman made 
10 calls every day of the year, 
they would still average only one 
call a year on each of NCR’s pro- 
spective clients,” he said. 


# He said NCR works toward a! 
closer liaison between its adver- 
tising and its sales force. “We 
merchandise advertising with our 
salesmen,” he said. Salesmen carry 
brochures of current ads when 
they call on a client. Ads are used 
also in reprints for direct mail and 
in “club campaigns,” Mr. Head 
asserted. + 


‘Decision Makers’ Gives 
Management Case Histories Ee aes : ee i : 
The techniques employed by 15) 4 rr 
top eneculives 10 serve company | ‘the best land and highest investment 
management problems are de-| a ! 
scribed in “The Decision Makers” Ne eee 
by Richard R. Cinnaroe, editor of Cae Lie pisses: Hoe Pein ee akes them exceptional f 
i Management Methods. Included : om eke: a ee ee 
are case histories of companies 
such as Bell & Howell Co., which 
was “hobbled by a maze of urgent 
detail” causing top management to 
fumble its biggest job—planning 
ahead, and Scripto Inc. with its 
plan for developing foreign mar- 
kets. 
{ Included among the 15 is an in-| 
terview with Edward Swayduck of 
Amalgamated Lithographers of 
America on “‘How to Win Cooper- 
ation from Your Union.” The 180- 
page, 8% x 11%” book sells for 
$10 in the standard edition, $15 in 
the deluxe edition. The publisher 
is the Bureau of Business Practice 
division of Vision Inc., New Lon- 
don, Conn. 


NEW YORK « CHICAGO | 
A widely — ac | 
of J Z. J, | 
Magazine Publishers 
Representatives 


516 Fifth Ave., N.Y.C. 
MU 2-5253 
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Merchandising Ideas 


e By dusting! greater turnover of stock for retail- 


Uses Proverbs off some o1d|ers with a better profit picture. The| 
epigrams and| book, which will be introduced! 


as Specialty 

brightening them) shortly after the first of the year, 
with tongue-in-cheek sketches, Os-| will be given to wholesalers to in- 
borne-Kemper-Thomas, Cincin-|clude the brand names they carry, 
nati, advertising specialty com-/ then will be distributed to retailers. 


pany, has come up with a collec- 
tion of printed proverbs to be used | 
as off-beat merchandising tools.) 
Osborne-Kemper-Thomas designed 
a dozen cards around a wry group 
of characters whose droll appear- 
ances belie the advice they offer. 
Each card has a hole on top ena- 
bling it to be hung from a wall, or 


One of the highlights will be a 
“basic stock list” containing 30% 
of the items needed to run an aver- 
age $100,000 store. 


e Walter Landor, 


Dice Contain San Francisco in- 
dustrial designer, 


Bid to Party 
was the first to 


start the round of San Francisco 
holiday parties with an ingenious 
invitation consisting of a small 
plastic-covered holder containing 


three dice. Details of the party 


Tue Mae |held Dec. 5 were printed on the 
= | dice. Printed in gold on the red 
| base of the holder was the mes- 


m |sage: “Take no chances: Play our 


Se | Excello Press 


ICE-BREAKER—O sborne - Kemper - 

Thomas is using desk maxims like | 

this as ice-breakers in business 
dealings. 


the card may be set on its card- 
board easel for display on a desk in 
standing position. One card offers 
the truism, “No man needs a vaca- 
tion so much as the person who has 
just had one,” and is illustrated by 
a sad-faced convict, in striped uni- 
form and ball and chain. In an- 
other, a portly housewife surround- 
ed by a wash basin and basket of 
dirty laundry, stands beneath the 
slogan: “Patience and diligence, 
like faith, move mountains.” 

The market for humorous pro- 
motional devices is steadily in- 
creasing, Osborne-Kemper-Thomas 
says, “because business executives 
are becoming aware that a lighter 
touch helps improve good will, thus 


creating a more friendly climate) 


for relations between buyers and 
sellers.” 


e The National 
NRHA Puts Retail Hardware 
OutHandbook Assn. has com- 

pleted plans for 
its new “Turnover Handbook,” a 
merchandising aid for wholesalers 
and retailers designed to provide 


: 
ge 
at 
a 
# 
- 
: 
_ 
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Gischel 


=| game before Dec. 5 and be 


[Le] 


of us.” 


e Excello Press 
Inc., Chicago, is 
using a recording 
of a radio show 
saluting its 25th anniversary last 
|July to merchandise its services. 
|The show, “City in Sound,” pro- 
|duced by the Illinois Institute of 
|Technology in cooperation with 
|National Broadcasting Co., on 
WMAQ, Chicago, devoted the July 
27, 1958, broadcast to Excelio 
Press and the printing industry. 
From a master record made from 
the tape of the NBC broadcast, 
Excello pressed a number of rec- 
ords of the broadcast and in addi- 
tion, printed in letterpress on each 
record illustrations showing com- 
pany personnel and services and 
text describing the company oper- 
ation. 

The record was printed in black 
and silver ink on 40-point white 
Falpaco blanks, laminated on both 
sides with acetate and pressed with 
the master record. Excello sent the 
record to friends and customers 
with an accompanying letter de- 
scribing the printing process and 
advantages of a message that can 
be seen and read as well as heard. 
The letter explained that depend- 
ing on size and quantity, similar 
| records can be “made for less than 


the price of a postage stamp.” 


| Gives Record 


e South Chicago 
Bank Suggests Savings Bank has 
YuleSavings given a new twist 

to the promotion 
of Christmas Club accounts. The 
bank has distributed to 40,000 
families on Chicago’s southeast 
side a four-page folder which, in 
addition to promoting its Christmas 
Club accounts for next season, sug- 


Stiles Mueller 


UNANIMOUS APPROVAL—Russ Mueller, managing director of the Na- 

tional Retail Hardware Assn., checks final proofs of the association’s 

new “Turnover Handbook.” Giving their approval are Clyde Gischel, 

director of marketing, Stanley Works, and John Stiles, president of 
the National Wholesale Hardware Assn. 


CHRISTMAS PRESENT—This message, 
the inside spread of a four-page 
folder, was used by South Chicago 
Savings Bank to promote savings 
accounts as Christmas gifts. 


gests that the Christmas gift that 
is “always worth more than you 
paid for it, is a savings account— 
for a happy and secure future.” 
The folder explains that a savings 
account may be opened in anyone’s 
name for any amount of money— 
from $1 to $100 to $100,000—and 
suggests that it would be a fine 
gift for children, nephews, rela- 
tives, cousins or friends. The four- 
page folder was printed in two col- 
ors by Printing Center, Chicago, 
and distributed by Stone’s Distrib- 
uting Service. Clement Studebak- 
er, the bank’s publicity counsel, 
said total cost, including distribu- 
tion, was less than 3¢ a copy. 


- @ American Tel- 
AT&T Aims ephone & Tele- 
graph Co. is us- 


at Florists 
ing a “black- 


eyed susan” 3-D ceramic piece de- 
signed by Contemporary Ceramics, 
Chatham, N. J., as a promotion to 
remind florists to use the telephone 


REMINDER—American Telephone & 


Telegraph Co. is using this ceram- 
ic piece to remind florists to use the 
phone for long-distance ordering. 


for long-distance ordering. AT&T 
is presenting the piece, which may 
be used either as an ash tray or 
wall plaque, to florists at regional 
trade shows. AT&T reports it al- 
ready has been used with success 
at the Miami Floral Telegraph De- 
livery convention and the St. Louis 
Telegraph Delivery Service con- 
vention. 


e The editors of 
‘Good Living Good Living, 
Cookbook’ Out Chicago, external 


publication for) 


the gas industry, have prepared 
“Good Living Cookbook,” a 96- 
page illustrated recipe book, as a 
merchandising aid for gas utilities 
and range manufacturers to sell or 
give to their customers. The book, 
the publisher believes, is the “first 
complete cookbook that gives di- 
rections for cooking with the new 
automatic thermostatic-controlled 
top burner.” The 325 recipes range 
from quick meals to fancy foods for 
entertaining. 

Basic price is 39¢ a copy; various 
eptions, such as special imprints 
on covers, or 4- or 8-page inserts, 
are available at additional cost. 
Edwards & Deutsch Lithographing 
Co., Chicago, is the printer. + 
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P&G, Colgate, 
Lever Are 1-2-3 
‘in Network TV 


(Continued from Page 2) 
the second quarter to $1,985,622 in 
the third. 
Winston cigarets and Anacin 


came out neck-and-neck in the 
brand leadership race. Winston 
spent $2,159,164 on network tv 
time during the third quarter, 
while Anacin budgeted $2,110,869. 
There were six other cigarets on 
the list of top 25 network tv adver- 
tised brands. 

Total gross time billings for the 
third quarter of this year hit $125,- 
079,144, against $118,535,590 for the 
corresponding period last year. 
Time sales for the first nine months 
of the year are up 10.6%. # 


Top 25 Network 


Estimated gross 

Advertiser time costs 

1. Procter & Gamble .............. $12,486,914 
2. Colgate-Palmolive Co. ........ 6,365,339 
Sy IN Is cnaciarecsetitcecscscdnee 5,480,278 
4. American Home Products .. 4,603,963 
5. General Foods ..................... 4,491,394 
6. R. J. Reynolds Tobacco Co. 4,364,838 
7. Gillette Co. ...... WEL TNS 3,812,857 
8. General Motors ................ 3,808,706 
9. Bristol-Myers Co. ................ 3,567,433 
10. Ford Motor Co. ................-. 3,012,471 
11. General Mills ...................... 2,987,000 
12. American Tobacco Co. ...... 2,541,222 


TV Advertisers 


Third Quarter, 1958 
Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


SD, CN FG iicsettseresrsntenies 2,540,185 
14. Liggett & Myers Tobacco Co. 2,374,993 
15. Sterling Drug 0.0... 2,349,712 
16. Pharmaceuticals Inc. .......... 2,332,786 
17. P. Lorillard Co. ...........000 2,138,977 
18. Chrysler Corp. .......0c000 1,985,622 
19. Brown & Williamson 

Tob Co. 1,708,710 
20. Standard Brands ................ 1,652,404 
2 eee 1,599,322 
22. National Dairy Products 

Corp. 1,588,027 
23. Eastman Kodak Co. ............ 1,515,116 
24. General Electric Co. .......... 1,412,999 
25. Quaker Oats Co. ................ 1,192,517 


Top 25 Brands in Network TV 


Third Quarter, 1958 


Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


Estimated gross} 12. Colgate dental cream ........ 1,071,335 

Brand time costs| 13. Fab detergent .................. 980,848 

1. Winston cigarets ..........-...+ $2,159 164| 14. Eastman cameras ............... 969,319 
2. Anacin 2,110,869) 15. Prudential Insurance .......... 921,939 
Bi CROVTMIRE QIIS crccecssnveoesercin 1,861,347 16. Cheer detergent ................ 916,085 
OE, GREE ERR en Nene ae 1,622.940| 17. Bayer aspirin ...............000+ 911,814 
5. Ford cars 1,341,051! 18. Camel cigarets ................... 898,490 
6. Viceroy cigarets ................. 1,307,352 | VD. MOPEUTY CBEB .ncceccsevecessrseseseee 853,260 
7. Salem cigarets .................... 1,307,184) 20. Dristan tablet: 838,728 
I 1,242,392 = orang A au blades ........ poe 

, i Ops EE , 

ePID GOITD | cacsccrccccsssctcceensse 1,193,346 23. Pall Mall cigarets 813,678 
10. Kent cigarets .............0.000 1,169,395| 94 Buick cars 809,497 
11. L&M filter cigorets ............ 1,127,898) 25. Paper Mate pens 805,606 


Network TV Advertisers 
by Product Classification 


Third Quarter, 1958 
(Gross Time Costs) 
Source: TvB figures from Leading National Advertisers and 


- Re Sire ee ee 
— ae Cae 


Broadcast Advertisers Reports 
3rd 
Sept., ‘58 Jan.-Sept., ‘58 Quarter, ‘58 
Agriculture, farming  .........csccseeeees $ ; $ 51,347 $ 
Apparel, footwear, accessories .............. 653,954 3,787,017 1,306,383 
Automotive, automotive accessories, 
equipment 3,869,961 39,681,540 9,985,250 
Beer, wine, liquor 466,021 4,717,332 1,543,706 
Building materials, equipment, fixtures 203,345 1,588,456 622,296 
Confectionery, soft drinks .............00+ 538,319 6,439,981 1,863,763 
Consumer services 138,921 2,120,904 412,743 
Entertainment, amusement 249,989 10,656 
Food, food products ............:cccscssseseeees 8,574,923 78,381,319 25,177,075 
Gasoline, lubricants, other fuels ............ 237,969 1,843,908 522,524 
Horticulture 63,479 1,007,774 291,479 
Household equipment, supplies ............ 1,512,281 17,012,750 5,281,719 
Household furnishings  ..........-:s-0see 267,099 2,429,783 854,307 
Industrial materials 1,329,149 13,028,910 3,373,646 
Insurance 530,653 5,196,608 1,569,434 
Jewelry, optical goods, cameras ............ 655,520 7,416,394 1,792,579 
Medicines, proprietary remedies .......... 4,149,507 39,639,209 11,955,901 
Office equipment, stationery, ; 
writing supp 366,851 4,983,407 1,443,061 
Political 2,505 84,024 17,850 
Publishing, media 827,833 
Radios, television sets, phonographs, 
musical instruments, accessories ........ 1,031,907 5,740,503 2,014,995 
Smoking materials 4,933,314 43,342,205 14,201,661 
Soaps, cleansers, polishes ..................... 4,815,188 46,020,828 13,768,542 
Sporting goods, toys ......s.-ccseseereesereeseeee 75,890 957,442 198,975 
Toiletries, toilet goods 7,279,118 73,483,826 24,306,254 
Travel, hotels, resorts 136,302 1,909,791 476,388 
Miscellaneous 608,967 6,207,513 2,087,957 
Total $42,451,143 $408, 150,593 $125,079,144 
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Harry Hurlbut, 69, 
Retired ‘McCall's’ 
Exec, Dies Suddenly 


Cuicaco, Dec. 9—Harry J. Hurl- 
but, 69, retired western advertis- 
ing manager of McCall’s, died sud- 
denly Dec. 5 in Evanston Hospital 
following an operation. 

Born in Elk Rapids, Mich., Mr. 
Hurlbut broke into the advertising 
field in 1921 
when he joined 
the old Wilfred 
O. Floing art stu- 
dio as anart 
work salesman. 
In 1923 he 
moved to Consol- 
idated Magazines 
Corp., then pub- 
lisher of Redbook 
and Blue Book, 
as a space sales- 
man on Redbook. 
McCall Corp. bought the two mag- 
azines from Consolidated in 1929. 

Mr. Hurlbut continued to work 
on the Redbook sales staff until 
1934, when he was transferred to 
McCall’s. He was named western 
manager of McCall’s in 1937 and 
served in this position until his re- 
tirement in May, 1957. 

Mr. Hurlbut was a veteran mem- 
ber of the Agate Club, the Chicago 
Federated Advertising Club and 
the Western Advertising Golfers 
Assn. He served overseas as a lieu- 
tenant in the U. S. Army in World 
War I. He was a resident of Win- 
netka, Ill. 


Harry J. Hurlbut 


ROY M. LYNNES 


ELMuHuwrRST, ILL., Dec. 9—Roy M.| 


Lynnes, 59, former president of 
Lynnes Publishing Co., died of a 
heart ailment Nov. 30. 

Mr. Lynnes had been associated 
with the poultry publishing busi- 
ness since 1923. He also served as 
secretary of Illinois Poultry Im- 
provement Assn. for 12 years. 
Born in Fairchild, Wis., he had 
lived in Elmhurst for the past 17 
years. 

Lynnes Publishing Co. publishes 
Poultry Supply World and Blue 
Book of the Poultry Industry. Mr. 
Lynnes retired from active man- 
agement of the business in 1956, 
but was a member of the board of 
directors at the time of his death. 


JOHN L. HUNTINGTON 


WASHINGTON, Dec. 9—John L. 
Huntington, 59, formerly the gov-| 


ernment’s chief “censor” of liquor 
advertising copy, died of a coro- 


nary occlusion at his home here | 
Dec. 3. For the past year he had) 


been in semi-retirement, operating 
as a consultant, with Heublein and 
other liquor industry clients. 

Mr. Huntington became assistant 
deputy commissioner of the alco- 
hol tax unit of the Internal Reve- 
nue Service shortly after the re- 
peal of Prohibition in 1923. At the 
time of his retirement from the 
government last year he was chief 
of the basic permits and trade 
practices branch, with responsibil- 
ity for reviewing all liquor adver- 
tising submitted voluntarily by 
distillers for government approval. 

As consultant for Heublein he 
had actively participated in the 
current effort to revise the indus- 
try’s voluntary advertising code to 
open the way for the use of women 
in liquor ads. Currently he was ac- 
tive in drafting proposed liquor 
control regulations for use in Ok- 
lahoma, where the legislature is 
expected to act soon on a repeal 
law. 


HOWARD L. NUSSBAUM 

CuicaGco, Dec. 9—Howard L. 
Nussbaum, 47, retired Air Force 
colonel and radio and agency exec- 
utive, died of a heart attack Nov. 
30 in his room at the Sheldrake 
Hotel. 

Mr. Nussbaum was a program 
director for National Broadcasting 
Co. when he entered the Air Force 
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in 1942. He served as a colonel in 
the press relations section, in the 
European theater. 

He returned to NBC in 1946 and 
was recalled into service in 1948. 
He retired from service in 1950 
after injuring both legs in a plane 
crash. Later, he was an account ex- 
ecutive with Harry B. Cohen Ad- 
vertising Co. (now Cohen & Ale- 
shire). 


ARTHUR D. GASCOIGNE 

New York, Dec. 9—Arthur D. 
Gascoigne, 70, retired eastern man- 
ager of Columbia Mills, textile 
manufacturer, and father of T. 
Richard Gascoigne, co-publisher of 
Hayden Publications Corp., pub- 
lisher of Electronic Daily and 
Electronic Design, died Dec. 2 of 
complications at East Orange Gen- 
eral Hospital, East Orange, N.J. 
Born in Brooklyn, N.Y., Mr. Gas- 
coigne served as a lieutenant of in- 
fantry in France during World War 
I and spent virtually all of his busi- 
ness life with Columbia Mills. He 
retired five years ago. 


Hixson & Jorgensen Adds 
Pacific Mutual, One Other 

Hixson & Jorgensen, Los An- 
geles, which last week was named 
to handle Pacific Mutual Life In- 
surance Co., resigned recently by 
Foote, Cone & Belding (AA, Oct. 
27), this week has added another 
account—Servomechanisms Inc., 
Hawthorne, Cal., effective Jan. 1. 
SMI’s corporate subsystems and 
special products divisions and re- 
search laboratories, all located in 
the Los Angeles area, will move to 
Hixson & Jorgensen from Sanger- 
Funnell, New York, but Sanger- 
Funnell will continue to handle the 
company’s New York-based Mech- 
atrol division. 

Francis Small, ad manager of 
Pacific Mutual, has announced the 
insurance company’s budget this 
year was about $200,000, spent 
mostly in newspapers. No decision 
has been made for media to be used 
in 1959. 


Two Join United Film 
Jack Major, formerly of United- 
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World film division of Universal special projects. At the same time, 
Pictures International, has joined Charles A. (Chuck) Stumpf, for- 
United Film & Recording Studios, |merly of Sales Training Inc., Chi- 
Chicago, as head of the new sales|cago, joined the company as gen- 
promotion department in charge of|eral sales manager. 


x * * 


HENNESSY 
HOLIDAY 


Schieffelin & Co., N.Y. 


84 PROOF COGNAC BRANDY 
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DO THE JOB RIGHT 


TO COVER THE WHOLE 
DELAWARE VALLEY, YOU NEED 


ES 
post and THE TRENTON TIM ‘\ 


The garb of a professional skindiver may seem out- 
landish or romantic, but every piece of equipment he 
wears is functional, carefully chosen for stalking — 
fathoms deep—a wily quarry. 


If the fins you are after are the type Uncle Sam issues 
—plain old legal currency—then pay heed to some 
other pros—the shrewd national advertisers crossing 
the Delaware River in droves. Today 83 of the nation's 
top 100 advertisers choose to sell the lucrative Cam- 
den-Trenton market on its home ground—they ad- 
vertise in the pages of two strong local dailies, the 
CAMDEN COURIER-POST and the TRENTON TIMES. 
Reliable figures show that each of these dailies is the 
odds-on newspaper choice in its own market. In 
Southern New Jersey, unquestionably, you "hit'’ ‘em 
where they live" when you advertise in local papers. 
Buy these strong dailies, separately or together. You'll 
like the strength of local coverage! 


IT PAYS TO CROSS THE DELAWARE 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


Represented nationally by GEORGE A. McDEVITT CO., INCORPORATED 
NEW YORK ® CHICAGO ® PHILADELPHIA ® DETROIT © LOS ANGELES 
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‘SEP’ Opening New Office: 
Ulrich Named Senior VP 

Curtis Publishing Co. will open | 
a new ad sales office for The Sat-| 
urday Evening Post in Pittsburgh | 
Jan. 15. Howard T. Eaton, pres-| 
ently with SEP’s Cleveland sales} 
staff, will be in charge of the new} 
operation. James D. McCarter, | 
presently with SEP’s New York | 
sales staff, will replace Mr. Eaton! 
in Cleveland. 

Meanwhile, E. Huber Ulrich, di- | 
rector of Curtis public relations| 
and since 1955 a member of the 
Curtis advisory committee, has| 
been appointed senior vp and di- 
rector of circulation for Curtis. He 
succeeds Benjamin Allen, who! 
died Oct. 14 (AA, Oct. 20). 


Gross Named to Ad Post 

The California Pharmaceutical 
Assn., Los Angeles, has appointed | 
Carl Gross advertising director. | 
He previously was ad manager of 
California Pharmacy, the associ- 
ation’s official publication. 


| 


WTRF-TV Makes | 
This Ring for You 


Tuttle Joenke 


SETTLED—A fast weekend move found Fuller & Smith & Ross in new 
offices in the Illuminating Bldg., 55 Public Square, Cleveland, where 
Penton Publishing Co. put on a Monday luncheon, “Welcome to Pub- 
lic Square,” for F&S&R executives. At the left are Kirk C. Tuttle, vp 


Robinson 


Chalkley 
and Cleveland manager, and William Chalkley, vp and media direc- 
tor, F&S&R; Russell Jaenke, president, and Gordon B. Guest, Penton. 
At the right is a view of F&S&R’s new reception room presided over 
by Hazel Robinson. 


Consumer Optimism Soars; Inflation Fears 
Temper Buying Plans, U. of Michigan Finds 


Ann ArRBOR, MicH., Dec. 9—,; 
During the past four months of 
recovery from the recession, con- 
sumers have grown markedly 
more optimistic about their eco- 
nomic prospects. But buying in- 
tentions, while they too have in- 
creased, have not kept pace with 
the new optimism. 

Fear of inflation seems to be the 
major damper on purchasing plans, 
and an important reason why re- 
covery from the 1958 recession 


| their financial situations compared | ‘Engineering / Log’ 


with a year earlier also reflect| 
gains since last summer. 31% of to Go International 


jall families now believe they’re 
evaluations of general business! better off than a year ago, where- New York, Dec. 9—Simmons- 
conditions. Only 7% last June said|as only 23% last June said they|Boardman Publishing Corp. will 
they thought business was better|thought they were better off.|issue a monthly international edi- 
than a year previous; 22% said| Among families making more than tion of Marine Engineering/Log, 
they thought things were about/ $5,000 a year, the gain was from '|starting next April. 
the same or were uncertain, while|30% “better off than a year ago”| The international edition will be 
68% said they thought conditions| last June to 40% “better off” in| published in English, and will be 
were worse. The opinions of 3% | October. | distributed on a controlled basis to 
were unascertained. }about 6,000 ship builders and op- 
But by October, 35% said con-|s The big damper on consumer |¢rators in every maritime nation, 
ditions were better than the pre- buying plans reflected in the Oc- | outside the Soviet bloc, except 
vious year, 33% thought they were | tober survey—and the major dif- | Canada and the U. S. 
the same and only 28% thought| ference between the current re-| 


|things were worse than the pre-| cession recovery compared with | # Base advertising rate in the in- 
|vious year. The opinions of 4% |the one in 1954, the survey report | ternational edition will be $250 for 
| were unascertained. |says—is widespread expectations|One page, b&w, one time. In the 
|@ These are the outstanding con-| of higher prices for household |regular edition the base rate is 
clusions from the newest “Survey; # Similarly, optimism about busi-| goods and clothing during the next | $480. Advertisers using three or 


}may move at a slower pace than 
| recovery from the one in 1954. 


— 


in the Nation's | 


37°tH TV 
MARKET 


*Television Magazine 8-1-58 
Here at WTRF-TV we know that 
selling is a full-time job. That’s 
why we back on-screen commer- 
cials with an 11-point on-the-scene 
merchandising program in this 36- 
county market in the Industrial 
Ruhr of America . .. where 2 mil- | 
lion people have a spendable income 
of $2% billion annually. 
1—IN-STORE DISPLAYS ar-) 
ranged. 
2—POINT-OF-PURCHASE TIE- | 
INS prepared, with window | 
banners, shelf talkers and | 
other material. 
3—TIE-IN ADVERTISING ar-| 
ranged in other media. 
4—MAILINGS made to retailers, | 
jobbers and wholesalers. 
5—PERSONAL CALLS made on) 
retailers, jobbers and whole- | 


salers. 
6—DISTRIBUTION AID fur- 
nished for new products. 
7—COMPETITIVE ACTIVI- 
TIES checked and reported. 
8—SALES MEETING participa- 
tion by staff members to assist 
clients. 
9—ON-THE-AIR INTERVIEWS 


of Consumer Attitudes and Incli- 
nations to Buy” report of a study 
conducted in October by the Uni- 
versity of Michigan’s Survey Re- 


|pecting good times 


| 


ness prospects for the next year year. 


| jumped markedly, with 60% of all 


43% of all families in October 


more pages per year in the regular 
edition will be entitled to a 10% 


families expecting good times in| expect prices will rise, while in|discount on the earned space rate 
October compared with 45% €X-| June and October of 1954 (the/in the international edition. + 


last 


June. 


search Center. The study was 
based on interviews with about 
1,350 adults selected by probability 
as a cross-section. 


Those expecting bad times dropped 

from 23% in June to 11% in O 

tober. Among families with in- 
The sharpest difference between| comes of more than $5,000 a year 

the October study and a similar|the outlook optimism was even 

one last June, the report says, is| more pronounced. 

the vast improvement in people’s| Individual family estimates of 


Sell LOUISVILLE* for all it’s worth! 


Medical Center Expands In 
Louisville’s Urban Renewal 


LOUISVILLE, KY.—Louisville’s modern Medical 
Center—a complete medical metropolis in the heart of 
the city—continues to expand as part of Louisville’s 
urban redevelopment program. As the metropolitan 
“ area’s population ap- 
proaches the three-quar- 
ter million mark, addi- 
tional hospital and med- 
ical facilities have be- 
come imperative. 

Plans for future ex- 
pansion of the Medical 
Center call for two new 
hospitals, a nurses’ center, 
caiman aia a doctor's office build- 
New 118-Bed Hospital ing and a new health 
board headquarters. Later, a rehabilitation center, med- 
ical and dental schools and a shopping center will 


arranged with client’s repre- | 


sentatives. 
10—MERCHANDISING REPORT 
prepared with complete mer- 
chandising activities detailed. 
11—COMPLETE COOPERATION 
with client in helping with the 


complete the project. 

Present facilities in the Medical Center include 
four hospitals, one still under construction. 
Other urban renewal projects reshaping Louis- 
ville’s central core skyline are: a completed $3,900,000 
Federal Reserve Bank branch, a $2 million state office 


'earlier recovery period) only 12% | 


|}and 14% respectively expected ris- 


C-\ ing prices. Conversely, while 33% | 


of all families in June of 1954 
| thought prices would fall, only 9% 
| expected them to fall in the Octo- 
ber, 1958, survey. 

Price gain expectations are even 
more pronounced among families 
making more than $5,000 a year. 
In both June and October of 1954 
only 10% expected prices to rise 
during that recovery period where- 
as in October, 1958, 47% expect 
them to rise. + 


Hi-Fi Newspapers Listed 

A listing of the nearly 500 
newspapers throughout the coun- 
|try that accept hi-fi preprints has 
|been published by the American 
|Assn. of Newspaper Representa- 
|tives. Titled “Newspapers Accept- 
|ing Hi-Fi Preprints,” the listing 
‘notes all mechanical and time re- 
|quirements for the newspapers. 
AANR’s New York chapter com- 
piled the listing. Copies of it are 
| availabie on request from AANR’s 
|New York chapter office, 141 E. 
|44th St., New York, and from its 
|\Chicago chapter office at 360 N. 
| Michigan. 


| Hallmark Offers Wrap Guide 
Hallmark Cards, Kansas City, 
|has published an illustrated gift- 
wrapping guide to promote Christ- 
mas wrappings and ribbons. The 
24-page booklet, price-marked 25¢, 
| will be given free to each retail 
| customer purchasing $1 or more 
of Hall Sheen ribbon. The cost 
| of the book is being shared equally 
|by the stores and Hallmark. Par- 
|ticipating stores receive a mer- 
|chandising kit including a display 
|card, window banner, newspaper 
|mats and radio-tv commercials. 
| Commercials on the booklet will 
| also appear on Hallmark’s national 
|tv shows. Foote, Cone & Belding, 
Chicago, is the agency. 


| Display Tips Published 
| “How to Select Display Stands,” 
a 36-page booklet of tips to man- 
jufacturers on display stand uses, 
|has been published by Hinde & 
|Dauch, packaging designer, San- 
dusky, O. The booklet, revised 
|from an earlier form, appears as 
'No. 10 in Hinde & Dauch’s Little 
'Packaging Library series and is 
| available on request from the com- 
| pany’s offices in Sandusky. 


| 


HE SELLS EVERYTHING... 


—~< 


To the Farm Market! 


He runs the Farm Store ...a 
rural supermarket serving a $22 
billion market. He’s one of 30,000 
who sell practically everything the 
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THE LOUISVILLE TIMES STORE: 


393,614 DAILY COMBINATION ® 313,034 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 
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PERAMBULATING DISPLAY—The four 


has just been introduced abroad 


(Continued from Page 1) 


sides of this regularly operated 
street car in Oberhausen, Germany, are being used to promote Mis- 
sion of California soft drinks (called “California” rather than “Mis- 
sion” because the former has more meaning in Europe). The drink 


by Adam Consolidated Industries, 


New York, under an agreement with Cott Beverage Corp. 


In Decentralized Setup Armour Gets 


Local Rates, Pays 


(Continued from Page 1) 
rate to an advertiser in competition 
with our client we are immediately 
concerned with obtaining the same 
treatment for our client. If we did 
not do so, we would not be serving 
his best interest.” 

In his talk, Mr. Skillin pointed 
out that in markets of more than 
100,000 persons Armour’s chief 
competition in processed meats 
comes from local packers, of 
whom there are more than 3,000 
in the U.S. 

Other Armour lines such as 
soaps, fertilizers and pharmaceu- 
ticals have not been affected by 
the local rate problem since 
national media are used almost 
exclusively to advertise them, he 
said. 


s Describing the problem of es- 
tablishing routines for handling 
buying at the various rates as a 
“messy situation, which could get 
worse with time,” Mr. Skillin said 
his main problem is to find all 
advertising media which will sell 
Armour advertising at local rates. 

“T think it is silly to pay 
national rates for advertising 
when you can get cheaper rates,” 
he said. “I’m out to get as much 


advertising as I can for the dol-| 


lar.” 

Asked if the buying of media 
at local rates would affect Ar- 
mour’s relationship with Ayer, 
Mr. Skillin pointed out, “If I have 
a $1,000,000 ad budget, the agency 
will get the same revenue whether 
I buy more at the local or less at 
the national rates.” 

He told ADVERTISING AGE that 
Armour has conducted a survey 
in recent months to find which 
newspapers in the U.S. are offer- 
ing volume and frequency dis- 
counts to national advertisers. 


= Mr. Skillin advised the news- 
paper men that Armour’s 
regional marketing units will be 
doing much more advertising in 
1959 and 1960 than they did this 
year. Ad budgets, which are based 
on a percentage of anticipated 
sales, are drawn up by regional 
managers, he said. 

Area Managers 


are free 


six } 


Agency Directly 


fire from some of the AANR| 


| members because of the agency’s | 
policy of making all media deci- 
sions in Philadelphia, its head- 
quarters. 

“At Ayer, we get shifted from 
|pillar to post,” one of the repre- 
sentatives complained to Mr. Skil- 
lin. In answer to a question, Mr. 


|Skillin said he was unable to| 


|name one key man at the agency | 
|who made decisions on the pur- 
‘chase of media for Armour. 


® Mr. Skillin freely acknowledged 
that it is a handicap for media 
salesmen to have to go to Phila- 
delphia to sell advertising to 
Armour. He agreed to meet in the 
near future with a group of local 
AANR members to discuss the 
problem. 

The Ayer account men working 
on Armour in the Chicago office 
are strictly liaison men and have 
no authority to make media de- 
cisions, Mr. Skillin said. * 


‘LH]J,’ ‘Bazaar’ 
Report Record Space 
Sales for Early ‘59 


New York, Dec. 11—‘“‘A swell- 
ling tide in advertising orders for 
1959” has resulted in record ad 
|revenue for the February issue of 
the Ladies’ Home Journal, 

Total revenue for the issue will 
be $2,800,000, the greatest ever 
achieved in a February issue in the 
Journal’s. 76 years. This is 32% 


same issue last year. This reflects 
la 13,200-line gain, up 22% 
last year. 
A “surge of orders’ in the past 
week came “across the board and | 
from all sections of the U.S.,” ac-| 
cording to Richard Ziesing, vp and 
ad director. “The Journal’s Los 
Angeles office, for example, re-| 
ports business on order up 400% | 
from this time last year; New York 
is up 17% and Philadelphia is up| 
30%,” he reported. 
| 

s Other bullish news came from 
|Harper’s Bazaar, which reports 


over the $2,115,000 carried in the| 


over | 


Consolidation of agencies with 
|non-competitive accounts, with 
|stronger service to the clients of 
each; also, the natural blending of | 
petroleum and automotive mar-| 
keting (Morey, Humm’s biggest 
|account is Sinclair Refining; Gey-| 
er’s is. American Motors). 
| Mr. Madden’s role in the agency | 
is to give it additional strength | 
in petroleum marketing (he had} 
extensive Esso experience at| 
Standard Oil), on automotive and | 
across the board. 


= The two top Keyes, Madden & 
Jones people most likely to follow | 
Mr. Madden into the new shop are 
John T. McHugh and David Hale} 
|Halpern. Prior to the “affiliation” | 
of Donahue & Coe and Keyes, Mad- 
den & Jones, which takes effect'| 
Jan. 1 (AA, Dec. 1), Mr. McHugh 
was exec vp—administration of| 
KM&J and Mr. Halpern was senior | 
|vp and general manager of the| 
|agency’s New York office. 

Mr. McHugh also would bring a 
petroleum background to the agen- | 
cy. He was closely associated with 
the American Oil Co. account at| 
Joseph Katz Co., New York; he! 
was president of Katz when he} 
came over to Keyes, Madden & 
Jones a year ago. 

Mr. Halpern is also a Katz alum- 
nus, leaving his senior vp and gen- 
eral manager post there in No- 
vember, 1957, to take the same job 
at KM&J; shortly after this move 
|Bond Clothes Inc. switched its ac- 
/count from Katz to KM&J. 


s Mr. Madden would not confirm 
the report that Mr. McHugh and 
|Mr. Halpern would be included in 
the new setup. He said the matter 
of KM&J. personnel following him 
rested with clients—“If clients 
come along, the people will come 
along.” He also. stressed the point 
that his move had been known, 
step by step, to Freeman Keyes, 
board chairman of KM&J. 

Mr. Madden said he was talking 
to Oral Roberts Evangelistic Assn., 
Bond Clothes Inc. and Jenkins 
Spirits Corp. this week. The fate 
of Mr. McHugh and Mr. Halpern— 
and probably other KM&J person- 
nel—apparently will depend on 
whether these accounts follow Mr. 
Madden to the new agency. 


@ The new agency will be about 
two-thirds Geyer and one-third 
| Morey, Humm & Warwick. MH&W 
jhad fewer than 100 employes, 
|Geyer just over 200 in three of- 
fices. Geyer has just over $20,000,- 
| 000 in billings, MH&W about $10,- 
000,000. One effect of the agency 
merger will be to spread the stock 
more widely—there will be 46) 
stockholders of Geyer, Morey,| 
Madden & Ballard. The Geyer 
agency had 40, the Morey agency 
about six. 


s It represents a new phase of 
the Geyer agency’s history, one | 
that represents more * mergers| 
than most. The Geyer agency is 
an old one—it was started in| 
Dayton in 1911 by B. B. (Pat) |} 
Geyer (the initials stand for Bert- | 


to|that its January issue will carry|ram Birch; the nickname stems 


choose the markets where they 110 pages of advertising, the larg-|from his birth on St. Patrick’s| 
wish to advertise, Mr. Skillin said,|est January issue in its history|eve) when he was 20, along with| 


but he added that Armour head- 
quarters and Ayer have much 
more to say about the media to be 
used in the selected markets. 

“Chaos would result if the 
regional managers were given a 
free rein in the purchase of 
advertising,” Mr. Skillin said. He 
added, however, that the area 
managers exercise much influence 
in media buying. 


a N, W, Ayer & Son came under 


with the exception of the postwar | 
year 1946. 

Advertising volume for the Jan-| 
uary issue of Popular Mechanics,| 
the first published under the new | 
Hearst Corp. management, is up 19 
pages over January, 1958, the mag- 
azine said. This represents the 
greatest ad revenue for a January 
issue in its history, except for a 
special golden anniversary issue in 
1952, according to Popular Mechan- 
ics, # 


his father, Charles J. Geyer. . 
In 1915 it acquired substantial 
electric and industrial accounts, 
later adding Delco Light and 
Frigidaire out of General Motors. 
In 1933 the agency bought the 
Paul L. Cornell Co., in New York. 
In 1935 its headquarters (the 
agency was then called Geyer, 
Cornell & Newell) were shifted 
from Dayton to New York. 


In September of that year it 
opened a Detroit office, which 


Geyer, Morey Agencies 
Merge; Madden Joins © 


\now services American Motors. | 


The Newell in the name was the 
late H. W. (Hike) Newell, who 
ultimately left the agency to 
become a partner in Lennen & 
Newell. 

In 1944, Geyer, Cornell & New- 
ell picked up the New York 
operation of Tracy-Locke-Dawson. 
In 1952, it “joined forces” with 
the remnants of the W. Earle Both- 
well agency. So at least three 
major consolidations appear in its 
history before the Morey, Humm 
& Warwick merger. 


®# In those years it was variously 
called Geyer Co.; Geyer Advertis- 
ing; Geyer, Cornell & Newell 
(Paul Corneli had left for a career 
in Connecticut politics; later he 
owned and operated a_ boys’ 
school); Geyer, Newell & Ganger 
(the Ganger being Robert M. 
Ganger, who left the agency to 
head P. Lorillard Co. and now is 
chairman of the board of D’Arcy); 
and finally back to Geyer Adver- 
tising—before it was elongated in- 
to Geyer, Morey, Madden & 
Ballard. 

When Mr. Newell left the agen- 
cy it lost,.as well, a score of top 
executives who joined Lennen & 
Newell, and some billing (United 
Aircraft, Chicopee Mills, Loril- 
lard’s Embassy cigarets). And, in 
the. turmoil, Continental Oil Co. 
slid quietly over to Benton & 
Bowles. 


= The Geyer agency has hung 
steadily at about $20,000,000 in 
billings in recent years. It is 
reputed to be one of the best- 
financed agencies in the business 
(for some years it was reported to 
have more than $2,000,000 in 
working capital, and its boast was, 
“We’ve never missed a discount’). 

It made news in recent years, 
when Emerson Foote, who had 
been president of Foote, Cone & 
Belding and exec vp of McCann- 
Erickson, joined Geyer as chair- 


man of the board—having made} 


a “substantial investment.” Seven 
months later—in the spring of 
1958—Mr. Foote quietly rejoined 
McCann, remarking to his friends 
that the joys of working in a 
smaller agency had turned out to 
be illusory. 


s Morey, Humm & Warwick is a 
different and simpler story. Syl- 
vester M. Morey got into the 
advertising business on the Pitts- 
burgh Chronicle-Telegraph in 
1919. In 1920 he came to New 
York with the George L. Dyer Co. 
In 1930 he became advertising 
manager of Sinclair Refining. In 
1941 he set up an agency called 
Hixson-O’Donnell (Robert M. Hix- 
son now heads Hixson & Jorgensen, 
Los Angeles), which ultimately 
became Morey, Humm & Johnstone 
(Muriel Johnstone, a fashion ex- 
pert, left to form her own agency 
in 1955) and the present name— 
Morey, Humm & Warwick—dates 
back to early 1956. 

J. R. Warwick and Albert W. 
Humm will become vps of the 
new agency. Mr. Warwick cur- 
rently is vp and chairman of‘the 
plans board of MH&W, and Mr. 
Humm vp and manager of its 
utility and appliance department. 

It is expected that officers of 
both agencies will retain similar 
titles in the new agency. 


The Men Behind the Merger 

Observers noted that Messrs. 
Ballard and Madden are approxi- 
mately ten years younger than 
their opposite numbers in the new 
title, and theorized that the new 
agency might provide a convenient 
vehicle for the gradual withdrawal 
of the older members of the com- 
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B. B. Geyer 


Sam Ballard 


bination. 

Pat Geyer’s white-haired and 
bushy-browed distinction have 
been a Madison Ave. landmark for 
a quarter-century. His financial 
and marketing acumen are marked, 
as is his shrewdness in a deal. 

“I wish I could horse-trade like 
Geyer,” a former associate says 
of him. 

Not so well known is the fact 
that he invented the device which 
frees ice-cubes in a tray, and sold 
his rights in it to General Motors 
for $1. 

The Advertising Research Foun- 
dation owes its present tripartite 
status largely to his aggressive and 
ingenious sales methods, which 
involved coaxing and coercing 
many media members into the fold. 


® Sam Ballard began life in 
Indiana. He was the youngest 
city editor in the state at 18 and 
at 23 was city editor of the Miami 
Daily News. He was once a Geyer 
client—at Frigidaire and Delco; 
he was ad manager at both places. 
Then he worked for Hudson Mo- 
tors, moved on to Gardner Adver- 
tising—in 1937—as a copywriter, 
later becoming copy chief, vp and 
exec vp. He introduced Monsanto 
Chemical to national advertising 
and has been most active on the 
American Motors account. He is 
described as a unique combination 
of selling talent coupled with 
creative ability. 


s Ed Madden headed the Stand- 
ard Oil Co. (New Jersey) account 
—then as now McCann’s largest— 
for 12 years. He left to become 


| 


Ed Madden 


Sylvester Morey 


|head of the American Newspaper 
| Advertising Network, which died 
|from lack of industry support. He 
then shifted to NBC Television, 
then to Motion Pictures for Tele- 
vision, then to International Latex. 
A little more than a year ago he 
left International Latex to join 
|with Chicagoans Freeman Keyes 
|and Howard Jones to form Keyes, 
Madden & Jones, where he was 
| president. 
| He has a formidable reputation 
as a new-business man (in three 
years he is said to have accounted 
|for 30 new accounts and $15,000,- 
000 in billings at McCann-Erick- 
son) and as an account supervisor 
(“You always knew Ed would 
fight for you through any jam—in 
the agency or on the outside,” says ™ 
a former member of his Esso 
group). 


s Sylvester M. Morey has been 
president of an advertising agency 
for 17 years. He has been active in 
the advertising business since 1919, 
and was a copywriter with such 
agencies as George L. Dyer Co., 
Blackman Co, (Compton’s prede- 
cessor), and Geyer (in 1929). 

He was advertising manager of 
Sinclair Refining for 11 years. 
Soft-spoken and pleasant, Mr. 
Morey has been called by one for- 
mer associate the “most gentle- 
manly agency president in New 
| York.” # 
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THE ADVERTISING MARKET PLACE 


$1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative 
A 5 oe A *. 


(Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 
2-0287. Closing deadline Los Angeles Monday noon, 7 days 


preceding publication date. Display classified takes card rate of $18.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1958 


41,961 


NOTICE 
Due to the Christmas and 
New Year holidays the 
deadline for all classified 
advertising will be Dec. 23 
for the December 29 issue, and 
December 30 for the January 
5 issue. 


HELP WANTED 


SPACE SALESMAN WANTED 
General business magazine serving man- 
agement audience has sales opening for 
advertising space representative in its 
Chicago office. Salary and commission. 
Must be experienced. Magazine space 
salesman preferred. In your reply state 
age, employment record, and list adver- 
tiser and agency references. 

Box 2044, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


MOLENE 
Editors ............ Public Relations 
Copywriters . Advg. Managers 
Artists ...... Media ..... Production ......5ervice 
“All is grist, which comes to our mill” 
Andover $-4424, 105 W. Adams St., Chgo 3 


RESEARCH DIRECTOR 

Multiple Businesspaper publisher needs 
research director. Unusual opportunity 
with expansion-minded firm, now getting 
into electronic data processing. Send re- 
sume to Donald Neth, Miller Publishing 
Co., P. O. Box 67, Minneapolis 40, Min- 
nesota. 


COPYWRITER—AD MANAGER 
Challenging position, to handle ad de- 
partment of mail order book publisher— 
primarily Catholic publications. Capable 
of rough layouts and type specification. 
Salary open. 

Box 2080, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohie St., Chicago, SU 7-2255 


ADVERTISING CAREER 
OPPORTUNITY 
FOR BRIGHT, YOUNG MAN 
Are you interested in advertising and 
sales promotion? Are you intrigu with 
the future of Electronics and its applica- 
tions to Nuclear power? Our organiza- 
tion, located in Washington, D.C., is 
seeking a recent college graduate to act 
as an assistant to our Advertising Direc- 
tor. You will start at a modest salary 
and will go through intensive training 
on our basic mail-order methods and 
systems. The right man has his future 
assured and the opportunity to progress 
in position and income as ability and 
contribution to the organization devel- 
ops. Interviews arranged by mail only. 
In letter outline education, background, 
references and why you would like this 
particular position. Write to: Mr. Edw. 
H. Guilford 
CAPITOL RADIO ENGINEERING 
INSTITUTE 

One of America’s Leading Institutes Of- 
fering Extension and Residence Courses 
in Electronic Engineering Technology 
S224 16th St., N.W. Washington 10, D. C. 


ADVERTISING LAYOUT ARTIST 


4-A advertising agency wants 
layout artist. Must submit sam- 
ples. Write James Newhall, Art 
Director, Arthur Towell, Inc., 
P.O. Box 104, Madison 1, Wis., 
or call ALpine 6-2668. 


HELP WANTED 
PUBLISHER'S REPRESENTATIVES 
Unusual opportunity for extra income 
selling tested syndicated material to fi- 
nancial organizations. Will not interfere 
with your present job. Write telling us 
about yourself. We will send details 
promptly. Manhardt-Alexander, Inc. 693 

Seneca St., Buffalo 10, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 17-1991 Chicago 


MERRY CHRISTMAS, to you a man who 
really can sell advertising is available for 
a position before Christmas, so he can 
make his big family happy too. Salary 
open, resume on request. 
Box 2081, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


wae 
Rhos 


POSITIONS WANTED 


Pub. Rel. man—Tech. writer seeks inter- 
esting position with company or agcy. 
|Industrial and trade assoc. experience. 
Tech. education. Commuting distance of 
NYC 
Box 2063, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N. Y. 
| FREE LANCE 
| Unusual Radio T.V. Commercials, Com 
| Service, Box 1146-Grand Ceniral Station, 
New York 17, New York 
EXPERIENCED ADVERTISING 
EXECUTIVE. 
Agency Gen. Mgr.,Acct. Exec. Big Compa- 
ny Advertising-Marketing Exp. in All Me- 
dia. Consumer, Farm, Indust. Seek Stimu- 
lating Growth Oppty., Co. or Agency. 
Box 2066, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


GIVE ME YOUR PRODUCTION ULCER! 
Versatile gal age 26. 2 yrs. exp. Retail 
Ad Prod. Mgr; 2 yrs. PR; 2 yrs. Letter- 
press Shop Mgr; and more. Chicago. 
Box 2085, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Age, December 15, 1958 


PROFITABLE PUBLISHING 
OPERATION is seeking part- 
ner(s) for expansion. This is a 
class consumer magazine pro- 
gram geared to a multi-billion 
growth market. National as well 
as regional advertising. No di- 
rectly competing magazines and 
none with similar marketing 
concept. Only interested in high 
caliber investor(s) $5-$100,000. 
Box 322, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


SOFT GOODS SPECIALIST 
Economist in market research and analy- 
sis of the soft goods industries. 10 years 
experience. Mid-30’s. M.A. +. Columbia 
Economics instructor. 

Box 2086, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
NEED FOOD EXPERIENCE? 
9 yrs Adv-Merch-Sales Prom-Buying for 
Adv Job 12 to 14M will send resume. 
Box 2087, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising representative, Chicage and 
entire midwest territory, varied list of 
publications including leading screen 
magazine group. Substantial current bill- 
ing, tremendous potential for experi- 
enced, effective individual or firm. Lib- 
eral commission arrangement. Box 955, 
125 W 41 St. N. ¥. 

ARTIST for pasteups, mechanicals, type 
specification, etc., on mail order circu- 
lars, booklets, letters, in Allentown, Pa., 
area. Experience required. Must be fast 
and accurate. Good pay and job benefits. 

Box 2082, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


COPY WRITER—Man we want can write 
for Life or trade books, for print or 
broadcast media and all over the lot on 
roducts. Creative self-starter will en- 
oy working with our congenial team. 
Medium size Chicago agency with excel- 
lent reputation. Send us resume and 
samples. Salary $8,500 to $10,000. 
Box 2083, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE COPYWRITER 
Southeast agency seeks versatile idea 
and copy man. Must be able to produce 
topnotch institutional as well as consum- 
er sales copy. Opportunity for right man 
to become copy chief. Salary open. Send 
resume’ and recent photo. 

Box 2084, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PROMOTION MANAGER 
Choice opportunity for young man with 
media-promotion background. Produce 
sales-aids, direct mail, advertising and 
other materials in cooperation with 
agency for Media/Scope, the magazine 
serving the media-buying function. Work 
in Evanston, Illinois with Promotion Di- 
rector. Job demands know-how in crea- 
tive, production, distributive and admin- 
istrative techniques. Please furnish full 
details and salary requirements in 
first letter. Write: 
Standard Rate & Data Service, Inc. 
Attn: Persennel Director 
1740 Ridge Ave., Evanston, Illinois 


MARKET RESEARCH 
FIELD SURVEY SUPV. 
The PAPER MATE COMPANY 


has an excellent opportunity for 
a woman to be in charge of all 
of our market research field 
work. Responsibility entails 
scheduling and coordinating 
field work with interviewing 
agencies and supervising the 
quality of surveys. We prefer an 
applicant with experience asso- 
ciated with field survey work. 
No traveling required. Call or 
write Mr. D. R. Williams, The 
Paper Mate Co., Rm. 444, Mdse. 
Mart, Chgo. 54, Ill, WHitehall 
4-3030. 


“SPEED V ALUES”’ 


Experimental copy editing service 
based on giving words measured 
speed values. Write for literature 
—demonstration. 

GORDON SPEEDIE, WEST MEDFORD, MASS. 


IF ADVERTISING IS YOUR BUSINESS 
PLACING YOU IS OURS! 
MELBA OLIVER 


Specialized Personnel Service, Inc. 
629 EUCLID AVE. CLEVELAND 14, OHIO 


Serving the Midwest for over 20 years 


ENGINEERING & TECHNICAL WRITER 
Engineer, B.S. Chem. Eng., M.1.T. 
Trade journal articles, eng. contracts & 
specifications, science lit. searches. Ex- 
age includes plant layout, lab test- 

. Pi uction, pilot plant opern. Age 
44. Met. N. Y. area. 
Box 2088, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


LITERATE MOOD AND 
OFFBEAT COPY 
with distinctive style is my forte. Major 
institutional, insurance and package ex- 
perience. Now working but stymied. 
Please don’t see me unless you have an 
opening. About $9,000. 
Box 2089, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


A.M. A.E. OR CR. 
Idea man seeks opportunity to prove. 
Strong copy. Production, layout, buying, 
(big budget) administration. Knows fine 
art, design, publicity. Outstanding mer- 
chandiser. 15 yrs. Constr. Eqp’t. - Auto 
parts - packaging. Family, reasonable, 
reliable, relocate, resume. 
Box 2090, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
HAVE ART GUM - WILL TRAVEL 
Versatile Art Director 

.. . design, space, co-latteral and TV 

. understanding of adv. procedure 

. realistic and stylized illustration 

. mid-30s, creative and congenial 

Box 2091, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ulinois 
SOMEWHERE WEST OF “PASADENA” 
A manufacturer, client or agency needs 
a creative administrator. Agency liaison 
experience and 5 years media selling in 
radio, TV, magazines and newspapers. 
Journ. degree and 3 years engineering. 
Age 30. For resume write or call Rick 
Huffer, DU 8-4151 (LA) or 

Box 27 R 256, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


REPRESENTATIVES WANTED 
Opportunity for reps. whe know how to 
sell. Trade paper with large audited cir- 
culation has openings in E., Southern 
States, E. Pa., Pittsburgh, Ohio and Up- 
per N.Y. Give experience in letter. 

Box 2055, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


MISCELLANEOUS 


YOUR SUBSCRIBER SURVEYS— 
if they are to win agency and advertiser 
acceptance, must be done by experts... 
ERDOS and MORGAN clients include 
such outstanding publications as the At- 
lantic, Harper's, Nat’l Geographic, Red- 
book, Time, Wall St.J’nl, and many others. 
ERDOS and MORGAN 
Mail Survey Specialists 
1181 Broadway, New York 1, MU 4-5191 
PRINTER IN NORTHERN ILLINOIS 
AREA HAS OPENING NOW TO PRINT 
JUST TWO OR THREE MORE 


PUBLICATIONS! 
One of our satisfied customers of five 
years, due to increase in press run, 


must move to rotary presses in another 
plant. We are looking for two or three 
publications to fill in production sched- 
ules. The publisher leaving our plant will 
gladly give you details of his relation- 
ship with us, insight into our service and 
quality of work. 

We would like to quote on the printing 
of your publication. Our service is good, 
and our prices are right. Composing 
room, press room, and bindery facilities 
extensive. Plant is large and modern. 
Our quotations will be gladly submitted 
on a confidential basis. Pocket size, 
standard size, tabloids, press runs up to 
50,000 - ideal for our facilities and equip- 
ment. Simply drop us a short note of 
your interest. We will then contact you. 

Box 2092, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Binge Time U.S.A. printers of personal- 
ized bingo cards for Radio, Television or 
Newspaper Ad promotions. 1025 Lincoln 
Street, Denver 3, Colorado. 


SPACE 


If your space selling experience has been in 
the heavy industrial field or if you have sold 
heavy industrial equipment and want to get 
into space selling, we have an outstanding 
opportunity in our New York territory. 


Box 321, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


if you are handling drug, dairy, brewing, 
bottling, distillery, ice cream accounts, 
or promoting teenage products, we have 
a pat. pend. point-of-sale specialty that 
attracts attention. Vinyl plastic slip cov- 
ers for restaurant, fountain or bar stools. 
Silk screened any design. Consumes no 
space. Wears for years. Proven producer. 
Sample $1.00. STOOL-AD COVER CoO. 

BOX 723 BISMARCK, N. DAK. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON « SUITE 1417 
CHICAGO 2, Il. 


BIRCH 


Personnel 
Service, 
Inc. 


CEntral 6-5670 


Strong Account Supervisor . . . 


... to head experienced 4-A agen- 
cy staff on aggressive, all-media 
ace’t. Top job for top advertising 
man with equipment, automotive 
or farm equipment background. 
Salary open. Excellent profit-shar- 
ing, retirement benefits. Midwest 
location. Write in confidence to 
Box 319, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


‘TOP TWENTY’ AGENCY WANTS 
TOPNOTCH ACCOUNT EXECUTIVE 


We need a young account ex- 
ecutive with planning and ad- 
ministrative talents on a multi- 
million dollar consumer-indus- 
trial account. He’s probably 
about 30 with substantial agency 
or client background. He gets 
along well with people, thrives 
under pressure and can spark 
creative thinking (even write 
copy in a pinch). He'll work 
with a skilled force of copy, art, 
media, research and TV vet- 
erans in a 100-man office. Start- 
ing on leading industrial prod- 
ucts, he’ll eventually move into 
consumer markets. If you’re our 
man, send us a résumé and a 
photo (returnable). 

Box 320, ADVERTISING AGE 

480 Lexington Avenue 
New York 17, New York 


Our 47th Year 
LAST CALL: P.R. automobiles, 
major agency. 
AE, women's wear. Toiletries 
exper. helpful, not required. 
MEDIA DIR., medium agency. 
COPY, indust., some consumer. 
Broadcast helpful, not required. to $12M 
MKT. RESEARCH. Young, M.A 


$16-$18M 
$15-$16M 
$12M 


All consumer techniques. : $10-$12M 
TIME-BUYER, fast-growing mid- 
west agency. 20-25% fringes. $9M 


GLADER CORPORATIO 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 


SAVE 


| release 


Chicago 


$5 Q00 | 


alone! 


All NEW 
for 1959! 


BACON’S 


PUBLICITY 
CHECKER 


The only complete guide to the nation’s 
business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list. Ends wasted 
money in photos, addressing and postage. 

The Checker is coded to show what 
material is used by over 3450 publications. 
Listings complete with editor's names, 
addresses, circulation, publishing com- 
pany and issuance date. Complete 336 
page manual—just $18.00. Send today. 


— —-—ON APPROVAL — — — 


Send me on approval copies of | 
{ Bacon’s Publicity Checker 1959 at $18.00 ea. 


| Bill: OME CO MY COMPANY 
| Nome 
] Firm 
| Addr 
! City 


BACON’S CLIPPING BUREAU 


14 E. Jackson Blvd, Chicago 4, Illinois 


New Business Drive 
‘Whipped Slump at 
VanSant, Dugdale 


(Continued from Page 3) 
improving its own operations and 
tightening loose areas internally, 
and (2) doubling its selling efforts 
to produce new volume. 

First, agency heads examined 
every nook and corner in opera- 
tion to cut out unnecessary ex- 
penses, waste of time and needless 
operations. Next, the agency took 
all available manpower equipped 
to do a selling job and put them 
on the road. From February to 
May, over 500 selected prospects 
had been contacted by agency ex- 
ecutives. One man alone covered 
35,000 miles in four months. 


s “These men were not turned 
cold into the field,” Mr. Dugdale 
points out. “Each was given 
complete information on whom to 
see, how to draw out the pro- 
spect’s needs and market oppor- 
tunities, how to interpret VanSant, 
Dugdale services in terms of an- 
swers to the prospects’ problems.” 

Referring to a total of almost 
$100,000 in time and money in- 
vested to line up the National 
Lumber Manufacturers Assn. ac- 
count, already one of the agency’s 
biggest, Mr. Dugdale added that 
more time and money were spent 
on presentations and to develop 
new accounts than ever before in 
the agency’s history. 

The result of the drive for more 
business has been the addition of 
six new accounts. In addition to 
the Lumber Association, the new 
accounts are: the Davison indus- 
trial chemicals division of the 
W. R. Grace Co., Grace Electronics 
Chemicals, the National Fruit 
Product Co., the National Guard 
and the C. F. Sauer Co. 

Mr. Dugdale summed up his 
report by commenting: ‘The les- 
son we learned in 1958 is being 
made a permanent part of our 
selling philosophy. Each year we 
plan to turn about ten men loose 
to cover our prospect list. As we 
grow, our prospect list is refined, 
so in effect we have fewer but 
larger prospects.” + 


Murphy Forms Ad Company 
Michael J. Murphy, a former vp 
of the defunct National Transitads, 
has established a new Boston ad- 
vertising company, Boston Sub- 
ways Advertising Co. National 
Transitads filed a petition of vol- 
untary bankruptcy Nov. 13 in U. S. 
district court for the southern dis- 
trict of New York (AA, Nov. 17, 
24). The action was followed by a 
termination of all agreements un- 
der default provisions by the Met- 
ropolitan Transit Authority, which 
operates Boston’s subway system. 
The MTA has since granted ex- 
clusive rights to place and maintain 
advertising matter in its vehicles 
to Boston Subways Advertising Co. 


Adclub Sets School Contest 

San Francisco Advertising Club 
is sponsoring its 12th annual writ- 
ing and art competition in local 
high schools to promote under- 
standing of the place advertising 
holds in the economy. Subject of 
the essay competition is “The in- 
fluence of advertising on western 
living.” Theme for the art contest 
is “The art of industry.” 


SECRETARY, COSMETICS 


An alert mind and willing hands are 
needed to assist Sales Promotion 
Manager of new Cosmetic Division 
of well-known Orange County Man- 
ufacturing Company. Some agency 
experience and creative ability pre- 
ferred. Excellent working conditions 
and fringe benefits. Marvelous op- 
portunity for dependable girl, 22-26, 
who can get along well with people 
and isn’t afraid to tackle a variety 
of jobs, which includes typing and 
shorthand. Send complete résumé to 
Cc. J. McDevitt, 


NUTRILITE PRODUCTS INC. 
Buena Park, California 
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Advertising Age, December 15, 1958 


RESHNESS 


Today’s biggest bargain in 


long-lasting satisfaction 


OUTSTANDING OUTDOOR—Outdoor ads for Sunbeam bread, Rheingold 

beer and Wrigley’s gum ranked first, second and third respectively 

for the four-week period ending Nov. 5 in the Daniel Starch & Staff 
study. 


Sunbeam Bread Again Is Best Remembered 
Outdoor Poster, Starch Analysis Indicates 


MAMARONECK, N.Y., Dec. 10—A 
Sunbeam bread sign scored highest 
for the second consecutive period 
in the continuing study of remem- 
brance of 24-sheet posters by Dan- 
iel Starch & Staff. 

The Sunbeam poster was remem- 
bered by 63% of the people inter- 
viewed in the markets where it 
appeared. The latest Starch results 
covered the four-week period end- 
ing Nov. 5. Sunbeam also topped 
the Starch study which covered the 
four-week period ending Oct. 8. 

Runner-up in the most recent 
study was a Rheingold beer poster, 


with a 59% score. Wrigley’s gum 
was third, with 58%. 


= Others in the top ten on the re- 
membrance scale, with their scores, 
are: Hostess cup cakes (55%), 
Richfield Oil of New York (55%), 
Coca-Cola, king size (53%), Stand- 
ard Oil Co. (Ind.) (52%), Coca- 
Cola, family size (48%), Falstaff 
beer (45%) and Ballantine beer 
(44%). 

Starch interviews are conducted 
in 28 urban markets. To facilitate 
comparison, scores are equated to 
a uniform No. 100 showing. # 


Rosberg Debunks 
‘War’ Between 
Copy, Research 


(Continued from Page 2) 
pre-World War II era,” the Buchen 
research chief charged. “It’s ques- 
tionable whether he reads the 
trade press and quite obvious that 
he never read a book on modern 
marketing and/or advertising 
techniques. 

“He believes that the advertis- 
ing function begins and ends with 
the preparation of a trade paper 
advertisement. He never heard of 
merchandising, sales promotion, 
publicity or public relations. Mar- 
keting is what his wife does at 
the corner grocery on Friday or 
Saturday. And mention research— 
there he really flips. 


a “Why should his advertising 
department or his agency know 
anything about, or have anything 
to do with, such a devil’s tool? He 
doesn’t understand it, therefore 
it’s bad. Besides, if he spent some 
time talking about this to his 


clients or to his management he’d 
be too busy to run the mimeograph 
machine.” 

He warned that industrial ad- 
vertisers who do not recognize 
the need for advertising, market- 
ing and psychological research 
will be left by the wayside, and 
agencies which fail to provide 
this service “will be gobbled up 
or cut into little pieces by the com- 
petition.” + 


Brewer Offers More Trees 
Blitz-Weinhard, Portland, Ore., 
brewery which launched “a modest 
reforestation plan to keep the 
world green” last spring (AA, 
March 17), is now preparing ship- 
ment of another batch of fir trees. 
The brewer has ordered 70,000 
two-year-old Douglas fir seedlings 
to be sent along with an invitation 
to the 1959 Oregon centennial to 
those requesting them. Weiner & 
Gossage, San Francisco, is the 
Blitz-Weinhard agency. 


Marsteller Gets Rheem Unit 

The container division of Rheem 
Mfg. Co., Linden, N. J., producer 
of steel and fiber drums, pails and 
shipping containers, has named 
Marsteller, Rickard, Gebhardt & 
Reed, New York, to handle its ad- 
vertising. 


Admen Dispute on 
Outdoor Control 
in California 


(Continued from Page 3) 
highways is only one-fifth of 1% 
of all advertising, at most. 

Even the “microscopic” one- 
fifth of 1% must be reduced when 
considering only brand name ad- 
vertising, which would be banned 
by proposed federal legislation. 
Most highway advertising pro- 
motes hotels and other localized 
businesses, Mr. Mayers said. 

He observed that in view of these 
facts the opposition to control of 
outdoor is based on “unreasoning 
fear” that control of one medium 
may lead to control of all. This is 
imaginary and far-off, and over- 
looks the danger of labeling adver- 
tising as opposed to obvious public 
interest. 


= Fred Meyer, vp of National Out- 
door Advertising Bureau, declared 
the industry already regulates it- 
self in the form, placement and 
content of signs. Further, he said, 
the restrictions placed by city and 
county zoning ordinances provide 
more than enough control. Mr. 
Meyer estimated there are 60,000 
outdoor boards in California. 

Speaking as president of the 
Western States Advertising Agen- 
cies Assn., Rod Mays, Mays & Co., 
said further control of outdoor 
would be harmful to the following 
four segments of the public inter- 
est: 


e Advertising agencies, which 
would sustain loss of revenue. 


e Present users of outdoor, or 
those who might use it in the fu- 
ture, would sustain loss of sales, 
profits and expansion potential if 
this accepted and effective method 
of the communication of commer- 
cial information were impaired. 


e The general public, because it 
would interfere with the process 
of acquiring commercial knowledge 
as from other media; it would im- 
pair the fast, effective communica- 
tion of commercial knowledge that 
is possible with outdoor; tamper- 
ing with any of the functions of 
communication which affect dis- 
tribution would become a tamper- 
ing with economic prosperity. 


e If outdoor advertising is im- 
paired with losses to business and 
personal income, there will be a 
proportionate decrease of state 
revenues and services of the state 
to its citizens, Mr. Mays added. # 


Brunswick-Balke Aims 
New Campaign at Women 

Brunswick-Balke-Collender Co., 
Chicago, bowling equipment man- 
ufacturer, has initiated a network 
tv show aimed at increasing inter- 
est of women and teenagers in 
bowling. The weekly show, “Wom- 
en’s Major League Bowling,” got 
under way Dec. 13 and runs 
through April 4 over NBC-TV. A 
“massive” merchandising program 
also is planned. McCann-Erickson, 
Chicago, is the agency. 


| 


Gebauer Named Manager 


Harry L. Gebauer, formerly with 
Household and Ladies’ Home Jour- 
nal, has been named Cleveland 
district manager of the American 
Institute of Chemical Engineers, 
publisher of Chemical Engineering 
Progress and the American Insti- 
tute of Chemical Engineers Jour- 
nal. 


Elwell-Parker to Dix & Eaton 

Elwell-Parker Electric Co., 
Cleveland, powered industrial 
truck manufacturer, has named) 
Dix & Eaton, Cleveland, to handle} 
its advertising. 


Waldie & Briggs Adds 
Ammco Tools, Staff Member 

Ammeo Tools Inc., North Chi- 
cago, Ill., has named Waldie &| 
Briggs, Chicago, to handle its ad-| 
vertising. Ammco makes brake| 
service and engine repair tools and 
engine equipment. 

Robert Darling, previously re- 
tail advertising supervisor for 
newspaper, direct mail and radio 
advertising of building materials 
of Montgomery Ward & Co., has 
been named to the agency’s copy 
staff. 


Distributes Pricing Chart 

A pricing chart containing a di- 
gest and interpretations of the Fed- 
eral Trade Commission’s recently 
issued “Guides Against Deceptive 
Pricing” is being distributed to ad- 
vertisers and media by the Assn. 
of Better Business Bureaus Inc., 
704 Chrysler Bldg., New York. The 
chart is obtainable from the asso- 
ciation or local BBBs. 


Shoe Stores to Gartield-Linn 
Crown Self-Service Shoe Stores, 
ten-store chain in the Chicago- 
Milwaukee, Gary-Hammond area, 
has named Garfield-Linn & Co., 


Chicago, to handle its advertising. 


18 


Hudson Sales Up, Net Down 

Net sales of Hudson Pulp & Pa- 
per Corp., New York, for the fiscal 
year ending Aug. 31, 1958, in- 
creased 7% to a record $62,764,919. 
Net income was down to $2,830,- 
625, compared with $3,061,994 in 
the previous year. Consumer prod- 
uct sales increased 20%, the com- 
pany reported. Total pulp and pa- 
per production was up some 4,000 
tons to a new record of approxi- 
mately 240,000 tons. 


‘Ding Dong School’ on Film 

WGN-TV, Chicago, has an- 
nounced that it will syndicate its 
“Ding Dong School,” popular show 
for pre-schoolers, via film early in 
1959. Earlier the station had an- 
nounced—and then dropped—a 
plan to syndicate the show via Am- 
pex Videotape, saying “technical” 
difficulties beyond its control 
forced it to drop the plan (AA, 
Sept. 8). 


Greenwald Joins Ceraglass 
Ceraglass Co., Hackensack, N.J., 
has named Adrian Greenwald di- 
rector of marketing and sales for 
its line of bar glassware, bent 
glass and accessories. He formerly 
was with John E. Postley Inc. 


Use This Space to Print or Type Your Classified Advertising Message 


Traffic 
Stopper! 


Your classified ad 
in Advertising Age 
gets the attention 
of over 158,000 
marketing men 
and women. You 
get traffic-stopping 
action for as low 
as $5 per ad! 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


My Name 
Street 


1 State 


Clip and mail - 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles, Calif. 
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4th Quarter Dip 
May Bring Spot 
Radio Below ‘57 


(Continued from Page 1) 


Commission official figures cover 
1956. 

If Mr. Webb's prediction is ac- 
curate—and other industry sources 
say there is no doubt that business 
is down this year—1958 will have 
called a halt to a four-year rising 


sales streak for selective radio. 

In 1954, when radio was still | 
looking for a formula to battle 
tv competition, spot 
dropped 7.3% from the previous 
year’s take. But thereafter, as more 
and more stations began to pro- 
gram, promote and sell aggressive- 
ly and affirmatively, the curve 
started moving upward. Gains 
came slowly at first with an in- 
crease of .2% in ’55. Then came the 
peak radio “comeback” years, with 
an increase of 20.8% in 1956 and 
an estimated increase of 26.5% in 
1957. 


s Mr. Webb attributes the current 
drop in spot business to two 
principal factors: (1) “Bargain 
basement” price begging offered 
to advertisers by the radio net- 
works and (2) the double rate 
structure employed by so many 
stations throughout the country. 

“Until such times as stations 
establish a clear-cut, one-rate 
policy or at least a sound and 
workable policy with regard to a 
local or retail rate, radio advertis- 
ing will never reach its maximum | 
potential, even though advertisers | 
know it is one of the greatest 
means of communication this 
country has ever known,” Mr. 
Webb said. 


s Stations and _ representatives 
complain that they are losing 
what used to be spot business to 
the networks, which allegedly 
underprice the stations on their 
own facilities. Besides being 
cheaper, a network schedule is 
much easier to buy and service, 
they point out. 

One representative analyzed the 
business on network for a two- 
week period and reported that of 
61 accounts carried on NBC 50 
were companies that used to be 
spot accounts. This source said 
spot is getting little, if any, of the 
cold remedies business this season. 
He also noted a decline in spot 
budgets in the cigaret, general 
drugs and food categories. 


s As to the double rate difficul- 
ties, Mr. Webb believes that some 
agencies have pulled out of spot 
rather than buy at a national rate 
when they know (or think) their 
competitors are getting local rates. 
Some of these vanishing spot 
dollars may later turn up in the 
local business reports. Recent 
months have found many agencies 
insisting on local rates for prod- 
ucts that hitherto have been 
classified as national business. 
Usually these demands arose be- 
cause the agencies heard that 
comparable products were getting 
lower rates than their clients. 

The rate confusion, added to 
the normal problems and details 
involved in spot buying, have 
caused some agencies to decide 
that there is too much work 
involved in the medium for it to 
be profitable for them, some peo- 
ple believe. Agencies have no 
such aversion to spot tv and some 
of the radio monies may be going 
into tv. More intensive daytime 
tv competition and the general 
business slowdown are among the 
other reasons cited for spot radio’s 
slackened pace. 


Research Foundation, succeeding 
Wulfeck of William Esty Co. Mr. 
has worked for Ford for nearly 40 


an in-and-out medium with sand 
sonal considerations playing an | 
important part. Among the com-| 
panies using spot radio during the 
first half of the year but not 


during the third quarter are: 
American Van Co., California 
Packing Corp., Chesebrough- 


Ponds, Max Factor, Fanny Farmer 
candy, Hudson Pulp & Paper, 
International Latex, Andrew Jer- 
gens, Pittsburgh Plate Glass Co., 
U.S. Rubber Co., Burma-Vita Co., 
Cat’s Paw Rubber Co. and Mail 
Pouch Tobacco Co. # 


NEW ARF OFFICERS—Ben R. Donaldson, advertising 
| consultant to Ford Motor Co., has been elected chair- 
business| ™an of the board of directors of the Advertising 


vice-chairman for the past two years. Arno H. John- 


Johnson 


Dr. Wallace H. 
Donaldson, who 
years, has been 
clients. 
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Mansfield 


son, vp of J. Walter Thompson Co., moves up from 
treasurer to vice- 
director of marketing research of Sylwania Electric 
Products, succeeds Mr. Johnson as treasurer. In some 
respects, this represents a clean sweep for J. Walter 
Thompson, as both Ford and Sylvania are JWT 


chairman, and Frank W. Mansfield, 


Peaceful Meeting Rounds Off Stormy 


(Continued from Page 1) 
mittee, under Dr. Herta Herzog of 
McCann-Erickson, which included 
a forthright appraisal of subliminal 
advertising, and a report on the ef- 
fectiveness of the sentence comple- 
tion test. 


e 4. A defense of the consumer 
magazine audience study, which 


AFTRA Seeks Info 
on TV Ratings Via 
Want Ad Columns 


Cuicaco, Dec. 11—The Chicago 
local of the American Federation 
of Television & Radio Artists has 
forwarded to Washington informa- 
tion on local tv ratings gathered 
through a newspaper want ad. 

A blind ad in the personal col- 
umns of the Chicago Tribune Nov. 
30 offered $25 to the first four 
persons who would come forth 
with proof that they were contact- 
ed by A. C. Nielsen Co., American 
Research Bureau or Pulse Inc. A 
spokesman for AFTRA said the as- 
sociation placed the ad. 

Raymond A. Jones, executive 
secretary of the AFTRA local, said 
the association gathered informa- 
tion in four personal interviews 


'ed by the rating services. 


® The information was sent to 
head of the Senate commerce sub- 
committee, which is expected to 
open further hearings on broad- 
casting and ratings next month. 
Chicago AFTRA members have 
been at odds with network stations 


gramming and personnel in recent 
months. Sen. Monroney reportedly 
asked the group to gather pertinent 
facts for his committee. 

“We were after the facts in re- 
gard to the part rating services 
play in deciding local program- 
ming,” Mr. Jones said. “We think 
anything we have done has been 
for the best interest of the medi- 
um.” + 


Christal Sells Petry Stock 
Henry I. Christal, who left Ed- 
ward Petry & Co., New York, 
radio-tv station representative, in 
1951 to set up the radio station 
representative company which 
bears his name, has sold his stock 
in the Petry company. The report- 
ed price for Mr. Christal’s block 
of 44% of the voting and one-third 
of the non-voting stock was ap- 
proximately $600,000. The stock 
was purchased by Petry & Co. Mr. 
Petry continues to control the vot- 
ing stock of his company, while 


s Spot, of course, has always been 


Edward E. Voynow, exec vp, 
| shares the non-voting stock. 


with people who had been contact- | 


Sen. Mike Monroney (D., Okla.), | 


which have cut back local pro-| 


|Mr. Lehman does not think ought 
|to be regarded as a failure, since 
| seenemsent had been reached on a 
technique, and when the industry 
is ready, the framework of such a 
study is prepared. 


5. A summary of the challenges 
facing ARF, which Mr. Lehman 
said were these: 


e Meeting new problems in co- 
operation with media. 


e Breaking the barrier on the 
measurement of the sales effec- 
‘iveness of advertising. 


|e A need to improve and expand 
| the staff, and the ARF volunteers, 
|coupled with a need for more im- 
portant, long-range projects. 


Mr. Lehman defined ARF’s long- 
range problem as how to “improve 
the decision-making process of ad- 
vertising.” 


® In a valedictory, Dr. Wallace H. 
Wulfeck, chairman of the execu- 
tive committee of William Esty Co. 
|and retiring chairman of ARF, had 
iis report and criticism of ARF’s 
position: 

1. He feels that the project-plan- 
jning committee, under Vincent 
| Bliss of Earle Ludgin & Co., has 
|done major work this year. 


2. He emphasized the need for 
an expanded staff, including a full- 
time technical director (up to now, 
Dr. Darrell B. Lucas of New York 
University has been a parttime 
technical director, and Dr. Lucas 
is in full accord in the search for 
a fulltime man). 


3. The ARF is looking for a re- 
placement for William Hart, for- 
merly of Du Pont, who retired as 
|president of ARF. Dr. Wulfeck 
went to some pains to make clear 
that he will not succeed Mr. Hart. 


= He believes ARF is woefully 
lacking in two fields: 

One is broadcast media—“where 
we’ve been unable to make a fron- 
tal attack on the problems, par- 
ticularly those of broadcast ratings. 
Here there are many proposals. 
The costs are enormous—even at 
the exploratory level.” 

Second, he feels ARF has been 
unable to deal with the new meth- 
ods of measuring the effectiveness 
of advertising content—art and 


copy, commercials, etc. He said the 
“whole field of copy testing is in 


Year for ARF as It Alters Bylaws 


the hands of technicians in the 
agencies,” and that no one any- 
where has put together recent de- 
velopments in a single place. He 
feels ARF should do it. 


® He confessed to “two worries”: 
“First, that we may be approach- 
ing the limits of the human mind 
to absorb advertising information”; 
second, that “the disrepute into 
which advertising is failing’ is 
cause for serious concern. In the 
latter connection, he cited the gov- 
ernment attacks on networks (“ex- 
tremely serious’), the outdoor ad- 
vertising rules (“very serious”), 
advertising taxes, and the rash of 
novels dealing with the advertising 
business. He expressed some sat- 
isfaction that the research end of 
the advertising business has been 
free of similar attacks. 


s The ARF’s bylaws were changed 
to permit a media man to become 
chairman of the ARF board, to 
make clear that it works on re- 
search conducted by others (not 
to imperil its tax-free position), 
and it changed the old system of 
appointment of directors by the 
American Assn. of Advertising 
Agencies and the Assn. of Nation- 
al Advertisers. Up to now, four 
directors each were appointed by 
the associations; now three of the 
four will be elected, with the fourth 
to be the president of the ANA 
or Four A’s. The associations had 
suggested this change in proce- 
dure. 


s All agency and advertiser direc- 
tors were reelected to the ARF 
board. Two new media directors 
were elected: Hugh M. Beville Jr., 
vp for planning and research, Na- 
tional Broadcasting Co. (two-year 
term), and Richard J. Babcock, 
president of Farm Journal Inc. 
(three-year term). + 


Foster & Kleiser Adds Detroit 
Office; Boosts Nielsen, Eller 
Foster & Kleiser Co., a division 
of W. R. Grace & Co., has estab- 
lished a Detroit office and has 
named Mark J. Nielsen vp and 
manager of the new office, effec- 
tive Jan. 1. He formerly was vp 
and manager of the company’s 
Chicago office. Karl Eller has been 
promoted from an account super- 
visor to manager of the Chicago 
office, succeeding Mr. Eller. 


Willis Adds Two Clients 

Benson-Quinn Co., Minneapolis, 
grain commission company, and 
Kooiker Mfg. Co., Hull, Ia., man- 
ufacturer of grain elevators and 
farm automation equipment, have 
named Herbert Willis & Associates, 
Minneapolis, to handle their adver- 
tising. 


McGraw-Hill to. 


‘Defend in FTC 


Case in January 


a, 
(Continued from Page 1) 

to their respective publications, 
Mart and Automotive World, by 
publication of two McGraw-Hill 
surveys alleged to be misleading 
(AA, Nov. 3). Mr. Mateer, Mrs. 
Greenhill and Mr. Hahn discussed 
their roles in the preparation, of 
the two surveys which were used 
by Electrical Merchandising and 
American Automobile. 

Mr. Clements, who no longer has 
any financial interest in Mart, said 
under cross-examination he was 
attempting “to show a continuous 
pattern of deception” on the part 
of McGraw-Hill. Earlier he had 
testified that Mart was singled out 
by an Electrical Merchandising 
duplication study. Shown addition- 
al duplicatien studfes=conducted 
by EM on Retailing Daily and on 
Electrical Dealer, Mr. Clements 
commented that he had never seen 
them before, would be willing to 
retract his earlier testimony that 
Mart had been “singled out’ but 
added he “would be happy” to 
testify further concerning the ‘“‘de- 
ception” used in the two new 
pieces. 


# Orison S. Marden, counsel for 
McGraw-Hill, attempted to extract 
from Mr. Clements specific exam- 
ples of how Mart was damaged by 
the Electrical Merchandising du- 
plication study. 

Mr. Reynes, advertising sales- 
man for Automotive World, testi- 
fied that “I had a very difficult 
time with a substantial number of 
prospects” for 1958 advertising aft- 
er publications of the Hillier 
Kreighbaum-NYU survey by 
American Automobile. The study 
is also charged with being mis- 
leading by FTC. 

Mr. Reynes said he was forced 
to “re-sell and undo a lot of hard- 
ship due to this survey” with sev- 
eral long-time accounts. He said 
such “reselling jobs” were a very 
rare occurrence during the 18 years 
he has been with the Johnston 
company, and testified further that 
he did not actually lose any ac- 
counts as a result of the survey. + 


“Washington Star’ Strike Ends 

The Washington Star resumed 
publication with a 96-page edition 
Dec. 8, as a three-day strike by the 
American Newspaper Guild came 
to an end. When guildmen walked 
out in a dispute over a new con- 
tract Dec. 5 the Star was able to 
publish only a 14-page skeleton 
paper instead of the normal 100- 
page Friday edition (AA, Dec. 8). 
With mechanical employes and 
teamsters refusing to cross’ the 
guild picketline there was no edi- 
tion on Saturday or Sunday. The 
Dec. 8 paper included, in addition 
to the 96-page Monday sections, 
many of the Sunday color features 
which were to have been distrib- 
uted Dec. 7. 


Reynolds Appoints Keeve 

Raymond H. Keeve, formerly ad- 
vertising and sales promotion man- 
ager of Revell Inc., Venice, Cal., 
toy manufacturer, has been ap- 
pointed advertising and sales pro- 
motion director of Reynolds Metals 
Co.’s decorative foil division, Los 
Angeles. Also new in the division’s 
ad department are Lew Miller, as- 
sistant ad manager, and Jerry Far- 
ber, copy chief. 


Farson, Huff Adds Ward 

Farson, Huff & Northlich, Cin- 
cinnati, has been named to handle 
advertising for Ward Mfg., Cin- 
cinnati, maker of Nimrod Camper 
trailers. 
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80% of Mayers 
Agency Goes to 
Four Top Execs 


(Continued from Page 1) 
forward. 

This attitude reflects Mr. May- 
ers’ belief that as a “brand name” 
the agency name should reflect 
exactly “whom” a client is “buy- 
ing” when he engages an agency. 
This feeling was further expressed | 
in his letter notifying clients of the 
name change. 


® In it he said: “My four associ- 
ates have been largely responsible 
for day-to-day service of all local 
clients, Transference of major 
ownership to them is in line with 
what I believe to be the soundest 
policy for an agency of our size. 
It places all agency management 
decisions in the hands of the same 
men to whom our clients look for 
guidance and service.” 

In the official announcement of 
the change, Mr. Mayers said: “Al- 
though I have heretofore been al- 
most sole owner of this agency, I 
have for many years known that 


Robert Davis 


Don Johnson 


such one-man control is not ideal 
from the standpoint of either client 
or personnel. Agency work is a 
highly personalized activity and 
whether an agency staff numbers 
a dozen or a thousand people, the 
individual client’s satisfaction de- 
pends almost entirely on the judg- 
ment and author- 
ity that is vested 
in the very few 
agency men who 
give all or most 
of their attention 
to his account. 
Such men ‘make 
or break’ most 
agency-client re- 
lationships and 
they function 
best for the client 
and _ themselves 
when they have an important own- 
ership stake in the agency. 


Robert Colombatto 


s “By dividing major stock own- 
ership equally among a five-man 
team of men who jointly carry our 
creative, contact and managerial 
responsibilities, I believe we are 
achieving a sound balance between 
the type of agency controlled by 
one personality and the agency 
whose stock holdings are so wide- 
spread that many of its directors 
are of necessity strangers to most 
of its clients.” + 


ELAINE BEESON MITCHEL 

TOLEDO, O., Dec. 11—Mrs. Elaine 
Beeson Mitchel, 53, account exec- 
utive, copywriter and designer for 
Beeson-Reichert, Toledo agency, 
died Thursday in her home here. 

She had been associated with her 
father, Sterling Beeson, in the ad- 
vertising agency for about 12 years. 

Mrs. Mitchel was active in the- 
atrical and music circles in Toledo 
and had been in radio work in 
Detroit and Chicago, both as a 
singer and actress. After returning 
to Toledo, she was on the staff of 
Radio Station WTOL. 

She also served .as publicity di- 
rector for the Toledo Orchestra 
Assn. for the last two years. 

Mrs. Mitchel was a member of 
the Woman’s Advertising Club of 
Toledo. 


! 
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Last Minute News Flashes 
Helbros Watch Shifts to Korchnoy from EWRR 


NEw York, Dec. 12—-Helbros Watch Co. has moved its account out of | 


Erwin Wasey, Ruthrauff & Ryan and into E. A. Korchnoy Ltd. The ac- 
count reportedly bills less than $100,000. 


West-Marquis Closes Seattle Office; Combs Moves 


Los ANGELES, Dec. 12—West-Marquis has close‘ its Seattle office and 
has reportedly cut back its staff here and in San Francisco. Roger 
Combs, vp in Los Angeles, has resigned and will join the L. A. office of 
MacManus, John & Adams Jan. 1 as account executive. It is expected 
that four accounts—all aircraft parts manufacturers—will follow him: 
Electrical Engineering & Mfg. Corp., Wallace O. Leonard Inc., On Mark 
Engineering Co. and On Mark Coupling Co. 


NIAA Members Reportedly Favor Expansion 

New York, Dec. 12—National Industrial Advertisers Assn. will re- 
lease to members next week a summary of the 1,500 replies received to 
a membership questionnaire on whether NIAA should expand its pro- 
gram and membership. Majority of replies reportedly indicate mem- 
bers want expansion. Plans for a new expansion program are expected 
to be presented to members in February by a special committee headed 
by Willis T. Jensen, vp of the Rumrill Co., Rochester, N.Y. At the NIAA 
convention in June, members killed plans to change the association into 
an International Society for Industrial Marketing but recognized the 
need for further integration of marketing functions into the NIAA 
structure (AA, June 9). 


Calkins-Weiss Merger Report Called ‘Premature’ 

New York, Dec. 12—A merger of Calkins & Holden and Edward H. 
Weiss & Co. was denied today by Paul Smith, C&H president. Mr. Smith 
said he has “talked with Weiss for a half hour” and that merger reports 
were “premature.” He added that his agency has been holding conver- 
sations “with several agencies.” 


Ten Agencies Solicit Mercury Records 

Curcaco, Dec. 12—Mercury Record Corp. currently is listening to pre- 
sentations from about ten agencies. Mercury’s contract with Henri, 
Hurst & McDonald, its present agency, expires Dec. 31. The account bills 
about $200,000. 


Cyanamid Unit Names Foreign Advertising & Service 

New York, Dec. 12—Foreign Advertising & Service Bureau has been 
appointed to handle advertising for the general chemicals department 
of Cyanamid International, a division of American Cyanamid Co. The 
agency already handles international advertising for Cyanamid’s Led- 
erle and Formica divisions. 


N. Y. Newspaper Strike Continues 

New York, Dec. 12—The strike of Newspaper & Mail Deliverers’ 
Union against New York newspapers (see story in adjoining column) 
continued today at ADVERTISING AGE’s presstime. Some newspapers have 
“furloughed” many employes without pay as the strike, which report- 
edly has already cost several million dollars in ad revenue, goes into 
its second week. 


ILGWU Screens Agencies for $2,000,000 Drive 


New York, Dec. 12—International Ladies Garment Workers Union 
is screening five “medium-size” agencies in advance of launching a 
$2,000,000 trade and consumer promotion boosting the union label. The 
drive is set to run through 1960. 


Gordon’s Dry Gin Sets Push; Other Late News 


e Gordon’s Dry Gin Co., maker of Gordon’s London Dry gin and Gor- 
don’s vodka, will launch the largest four-color magazine campaign in 
its history next week, with facing half pages every fourth week through 
1959 in Life, Look and The Saturday Evening Post. In addition, four- 
color pages will continue to be used in Ebony, Esquire, Holiday, Cue 
and The New Yorker, plus 300 daily newspapers in major markets. L. H. 
Hartman Co. is the agency. 


e Lynn Medberry, who left Carson/Roberts, Los Angeles, in August, 
’*57, to become marketing director of Cole of California, swimsuit maker, 
will return to Carson/Roberts Jan. 5 as vp, member of the plans board 
and a stockholder in the agency. 


e Klopman Mills, New York textile producer, a division of Burlington 
Industries, has named Calkins & Holden to handle its advertising, ef- 
fective immediately. S. R. Leon Inc. previously handled the account. 


e The Haverhill Gazette will be operated by a new organization called 
Newspapers of New England. President of the new organization is 
Frank A. Lawlor, general manager of the Lowell Sun. The group will 
undertake “a complete rehabilitation” of the 138-year-old daily. The 


| Gazette’s difficulty with strikes led to the establishment of a rival news- 


paper, the Haverhill Journal, which is owned by William G. Loeb, who 
also owns the Manchester Union-Leader. Mr. Loeb announced a week 
ago he had offered $1,000,000 for the Gazette. 


e Philip Morris Inc. is using its English commercials for Marlboro 
cigarets on “To Tell the Truth” and “Professional Football,” both CBS 
network tv shows. The 30-second British spot is preceded by a 10- 
second American lead-in and ends with a 20-second American lead- 
out. The spots will continue indefinitely. Leo Burnett Co., Chicago, is 
the agency. 


e Capitol Records reports that Stan Freberg’s “Green Chri$tma$,” a 45 
rpm recording which caustically comments on the commercialization 
of the Yule season (AA, Dec. 8), is “doing very well’ and “beyond what 
was expected.” Earlier in the week a false report was circulated that 
Capitol had withdrawn the record from the market and the recording 
company’s board of directors had held a meeting on the subject. Mr. 
Freberg has formed a foundation to which proceeds from the record 
sales are going. Eventually, the record’s profits will go to some chil- 
dren’s charity. 

e A. G. Wahle has been appointed manager of sales promotion of 
Chrysler Corp. Mr. Wahle joined Chrysler in 1955 and has been on the 
dealer management staff. 

e Commercial Boats & Equipment, published bi-monthly by Boat & 
Equipment News, Easton, Pa., has suspended publication. Its sister pub- 
lication, Pleasure Boating, ceased publication in November. 


Reread this chapter from a best seller 


Gnamionls 
CHRISTMAS READING—-Diamond Alka- 
li Co., Cleveland, urges rereading 
of “a best seller” in this color page 
set for Dec. 22 issues of Newsweek 
and Time. Fuller & Smith & Ross, 
Cleveland, is the agency. 


Deliverers Strike 
Stills N.Y. Dailies 


New York, Dec. 12—This city 
was without newspapers today— 
following a truck drivers’ strike 
started Tuesday night. 

First casualties of the unexpect- 
ed strike were the New York Post 
and the Daily News. The News 
couldn’t get out a Thursday morn- 
ing paper because its 700 typogra- 
phers failed to report for work 
Wednesday night. The Post sus- 
pended operations at 11:30 p.m. 
the same night because as a “small 
independent newspaper” it was 
“without the resources” to meet 
the “economic strain.” 


s Yesterday, the other New York 
dailies decided to call it quits for 
the duration of the strike, called 
by 2,000 newspaper deliverers over 
a wage question. The strike came 
when the deliverers sought an in- 
crease in a wage settlement reached 
with the dailies last Monday. The 
settlement called for a $4-a-week 
boost this year and a $3 advance 
next year. The union failed to rati- 
fy the deal. 

The New York Times and the 
Herald Tribune both published 
shortened issues yesterday, both 
minus all advertising except classi- 
fied. Newspaper executives turned 
paper-dealers sold copies of yes- 
terday’s dailies at desks set up out- 
side their ‘plants. The Times re- 
ported a sale in front of its building 
of 65,000 copies. 

Record Hunter, a store chain 
retailing records, had signs in its 
windows yesterday offering “to- 
day’s paper free with a purchase.” 


® Bache & Co., Wall St. broker, 
picked up some of the news slack 
by scheduling two additional busi- 
ness and financial newscasts over 
Radio Station WOR. Station WQXR 
became “the voice of the New 
York Times” beginning Dec. 9 to 
keep paperless New Yorkers up 
on the news. The station is owned 
by the Times. WRCA and WRCA- 
TV said Wednesday they planned 
“widely expanded schedules of 
news reports.” 

One public relations outfit, head- 
ed by Phil Dean, sent copies of 
the much-sought dailies to clients 
and business publication contacts. 
The National Distillers annual 
Christmas party for the press Wed- 
nesday was highlighted by the dis- 
tribution of free copies of the Her- 
ald Tribune by Sam Lambeth of 
that newspaper. # 


Laundigan Joins National 

Nick F. Laundigan has joined 
National Advertising Co., Chicago, 
as an account executive. Mr. Laun- 
digan will work out of the com- 
pany’s San Carlos, Cal., branch of- 
fice. He formerly was an advertis- 
ing representative of Newsweek. 


Abrams Urges 
Audit Bureau 
for Television 
| WASHINGTON, Dec. 12—George 


| Abrams, advertising vp of Revlen, 
| has sounded the call for an “Aud- 
|it Bureau of Television” to pro- 
vide objective reports on tv view- 
ing. He thinks such a bureau 
could be patterned after the Aud- 
it Bureau of Circulations and that 
it “perhaps” should come under 
the supervision of the FCC. 

Mr. Abrams, who has long been 
interested in rating reforms and is 
backing a new research company, 
headed by Miles Wallach, made 
the suggestion during a speech 
before the advertising club here 
this week. He received the club’s 
annual award for the “outstand- 
ing achievement in the field of 
advertising.” 


|# The Revlon vp said the bureau, 
as he envisages it, would need $4,- 
000,000 to provide monthly reports 
on network tv viewing; the ratings 
would be based on interviews in 
100,000 homes during each rating 
week. Advertisers, agencies and 
broadcasters, who would be asked 
to finance the bureau, now spend 
more than $4,000,000 on various 
rating services, he said. 

“If the nationa! rating services 
were as objectively conducted as 
the Audit Bureau of Circulations, 
there would not only be placid ac- 
ceptance of such service, but a 
great cry of relief would go up 
throughout the broadcasting in- 
dustry,” Mr. Abrams continued. 


= Mr. Abrams deplored the fact 
that the report of Miles Wallach’s 
recent study on the size of the tv 
audience brought forth “outraged 
cries” from the television indus- 
try. He chided tv for its defen- 
siveness in the face of its obvfous 
success “for many clients, includ- 
ing Revlon, and said it is too bad 
that the “seeker of truth is har- 
pooned, lampooned and editorial- 
ized against by responsible par- 
ties. 

“Let’s face it. Isn’t the real key 
\to the uproar that, for the first 
| time, someone dared challenge the 
boxcar figures of tv and to ques- 
tion the accuracy of those fig- 
ures?” the adman asked, + 


DALTON J. O’SULLIVAN 

Cuicaco, Dec. 12—Dalton J. 
(Denny) O’Sullivan, 58, retired 
Armour & Co. advertising execu- 
tive, died today of a cerebral hem- 
orrhage in MacNeal Memorial Hos- 
pital, in suburban Berwyn. 

Mr. O’Sullivan joined Armour 
in 1929 as advertising manager of 
Armour Auxiliaries, Chicago, and 
served in that position for 20 
years. He directed the early mar- 
keting and advertising strategy 
for Dial soap, which was intro- 
duced in 1947. 

He moved to Armour headquar- 
ters in 1949, and was creative di- 
rector of the general advertising 
department when he retired due 
to ill health two years ago. Prior 
to joining Armour, he was adver- 
tising manager of Nutrine Candy 
Co., and assistant advertising man- 
ager of Addressograph-Multigraph 
Corp. 

A resident of suburban River- 
side, Mr. O’Sullivan is survived 
by a son, Dalton J. O’Sullivan Jr., 
a copywriter for Young & Rubi- 
cam, Chicago. 


Charleston to Get FM Outlet 


A new 2,630-watt fm station is 
expected to be in operation in 
Charleston, W. Va., within six 
months, according to the owner, 
Joseph L. Smith Jr. Application 
|has been made to the FCC to use 
the call letters WKNA. 
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9+8 + B+C + 948 + B+C + 348 + B+C + 948 + Bt+C + O4+B + BC + 94+B + BHC + 94+B + BH+C + 948 + BEC + D+ 


++. Means 


Bertsch + 
Cooper 


.-.it also means 
Chicago’s 
largest, complete 
typographic service 


facilities 


Type faces used are: 
Modified Century Schoolbook with Bold 


‘58's New Supers 
Did Worse Than 
‘57's Crop: SMI 


(Continued from Page 2) 
above the $34,800 average of all 
SMI supermarkets in 1957. 


e Only 11% of the new units do 
better than $50,000 weekly, com-) 
pared with about 35% in previous 
years. Thirty-nine per cent are! 
now in the $30-$40,000 bracket. | 


e Only 7% are doing as they pre-| 
dicted, 30% are ahead, the rest be-| 
low. All told, the new markets’ 
combined average sales were 6% 


less than predicted. 


e Only 30% of the new markets 
had sales better than $3 per square 
foot, as against 46% a year ago. 


e Nearly half (47%) of the mar- 
kets were erected as part of a new 
shopping center, compared to 41% 
in 1957 and 47% in 1956. 


e Highway locations, in last place 
a year ago, now average the highest 
sales per market—$37,100—fol- 
lowed closely by new large shop- 
ping center and neighborhood lo- 
cations. 


e Only 7% were able to locate in 
non-competitive trading areas. Ad- 
dition of a new supermarket re- 
duces the average number of peo- 
ple per super from 13,300 to 9,300. 


e Sale per transaction varies from 
$4.60 in old large business centers 
to $5.91 in highway locations 
(which have the lowest number of 
average weekly transactions per 
store). + 


Calpak Promotes Three 


L. A. Weissel, formerly east cen- 
tral division sales director, Califor- 
nia Packing Corp., San Francisco, 
has been promoted to assistant di- 
rector of merchandising. Elmo 
Cerruti, who has been sales pro- 
motion manager of Calpak since 
1955, has been named assistant di- 
rector of field sales. Lyman E. 
Schlosser, who has been assistant 
sales promotion manager, will suc- 
ceed Mr. Cerruti. 


Schenley Gets ‘Italian Look’ 

Armando Testa, leading Italian 
commercial artist, has been com- 
missioned by Schenley Industries 
to redesign many of the labels and 
bottles to be brought out next year. 
Mr. Testa will also be asked to 
suggest new advertising ideas for 
posters and other media. Schenley 
took Mr. Testa on a one-month tour 
of the U. S. 


Advertising Age, December 15, 1958 


TURNOVER—L. H. (Tex) Beneke 
Service, receives the president’s gavel from Louis Pitluck, outgoing 
president of the San Antonio Advertising Club. Other new officers 
are John Kimberley, Wolff & Marx, 1st vp, and Bob Miller, KENS- 


TV, 2nd vp. William B. Arnold, 


(left), General Art & Process 


Weekly Dispatch, was reelected 


secretary-treasurer. 


Mail Groups Advise 
U.S.in Probe of 
Postal Hike Effects 


(Continued from Page 2) 
to provide a wealth of fresh in- 
formation about direct mail ad- 
vertisers. 


s Horace Hart, director of the 
Commerce Department unit’s 
printing and publishing division, 
said questions have heen designed 
to provide for the first time an in- 
dication of the kinds of companies 
that use direct mail advertising, 
the purposes for which it is used, 
and expenditures by industry. 

If present plans are carried out 
the report will show the percent- 
age of the advertising budget which 
goes to direct mail, and the per- 
centage of the direct mail budget 
which goes to preparation as op- 
posed to the percentage which goes 
to postage. 

Each of the 19 trade associations 
participating in the meeting here 
next Wednesday will be represent- 
ed by a member who actually op- 
erates a business, as well as by one 
association officer. In addition, 
several prominent personalities in 
the direct mail consulting business 
have been included in the advisory 
committee panel. 

Present plans call for a small test 
survey early next year to deter- 
mine whether the questionnaires 
are practical. After mid-year, the 
Census Bureau is to conduct the 
nationwide test, using a sample 
drawn from the 235,000 Post Office 
Department third class permit 
holders. 

In addition to the sample survey, 


Mr. Hart says, the business and 
defense services administration in- 
tends to provide Congress with 
several case studies involving in- 
terviewing in depth to illustrate 
|the impact of postal rate increas- 
es. # 


Philadelphia Stations Accept 
Consent Decree in Rate Case 

The Philadelphia Radio & Tele- 
vision Broadcasters’ Assn. and nine 
jradio stations have signed a con- 
|sent judgment in the anti-trust 
jcase filed against them Aug. 3, 
|1956, by the Department of Jus- 
tice’s anti-trust division. The gov- 
ernment charged the group and the 
stations with violating the Sher- 
man Act by agreeing among them- 
selves to strictly maintain their 
published rates (AA, Sept. 17, '56; 
June 17, ’57). 

Under terms of the judgment, 
the association is now being dis- 
solved. The defendant stations in 
the case were WHAT, WDAS, 
WIP, WIBG, WFIL, WCAU, 
WJMJ, WPEN and WFLN. 


MMM Boosts Bergh, Sandell 

Minnesota Mining & Mfg. Co., St. 
Paul, has appointed Howard M. 
Bergh advertising supervisor of its 
graphic products group, succeeding 
George Sandell, who has been 
named general manager of Ther- 
mo-Fax Sales Inc., an MMM sub- 
sidiary. 


Northwest to Tilds & Cantz 
Tilds & Cantz, Los Angeles, has 
been named to handle advertising 
for Northwest Inc., distributor of 
Renault cars in Washington, Ore- 
gon, Wyoming, Montana, Idaho and 
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FOOD FIELD_REPORTER | 
708 Third Avenue, New York-47,.N. Y. oe 
The marketing newspaper f 


Alaska. 


This year, food and 


grocery firms launched : 

16,500 promotions — an 7 
average of 300 per week! om 
Backing these drives was ; i 
almost $500,000,000 ty 
in advertising! a 


Food men everywhere turn 
to Food Field Reporter for 
news, previews and evaluations — 
of food advertising and i 
promotions. it is the one ; 
publication that focuses 

its editorial content 

on all aspects of food 
marketing. Beyond any other 
it is the publication food 
men quote, reprint, carry 
into plans meetings and 

use in their field selling! 
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Gordon & Hempstead 
Adds 5 New Clients 


Cuicaco, Dec. 9—Following in 
split between 
Marvin Gordon and Henry Hemp- 
stead (AA, Dec. 8), Mr. Gordon 
announced that his agency, Gordon 
& Hempstead, has landed five new 
accounts. 

Three of the accounts—Com- 
bined Insurance Co. of America, 
Republic Molding Corp. and Eas- 
terling Co., all Chicago companies 
—came to Gordon & Hempstead 
with W. N. Davidson, who has 
joined the agency as a vp and ac- 
count executive. The accounts and 
Mr. Davidson previously were at 
Aubrey, Finlay, Marley & Hodg- 
son. 

In addition to these accounts, 
Mr. Gordon told ADVERTISING AGE 
that his agency has added Old 
Waterfall Distilling Co., Bards- 
town, Ky.; Wellington Import Co., 
Chicago, and Poster Packaging 
Inc., Chicago, a new division of 
Poster Products. The five new ac- 
counts will bill between $300,000 
and $400,000 altogether, he esti- 
mated. 

Aubrey, Finlay regained some of 
its lost billing this week when the 
agency picked up Ekco-Alcoa Con- 
tainers Inc., Wheeling, Ill., from 
Gordon & Hempstead. 


= Mr. Hempstead, who refused to 
say why he had parted with Mr. 
Gordon, told AA that he sold all 
of his stock in Gordon & Hemp- 
stead to Mr. Gordon. He added 
that he started his own agency 
with the following Gordon & 
Hempstead accounts: Commer- 
cial equipment division of Hotpoint 
Co., Chicago; the Lloyd A. Fry 
Roofing Co., Summit, Il., and the 
Dubuque Fire & Marine Insurance 
Co., Dubuque, Ia. He estimated that 
the accounts bill about $350,000. 

Mr. Gordon, however, told a dif- 
ferent story. He said that he had 
not been notified that the three 
accounts were leaving his agency. 
“We are still billing on the ac- 
counts,” he said. “Even if we lost 
the accounts, they would account 
for only 20% of our agency’s total 
billing.” 


s Hotpoint and the Fry company 
confirmed the fact that Mr. Hemp- 
stead was now handling their ad- 
vertising. The Dubuque insurance 
company told AA that it didn’t 
know Gordon & Hempstead had 
merged and that it didn’t know Mr. 
Hempstead had left Gordon & 
Hempstead. “We have had a con- 
tract with Mr. Hempstead to han- 
dle our advertising for four or five 
years,” the company said. 

Mr. Gordon told AA that his 
agency will continue as Gordon & 
Hempstead. Regarding Mr. Hemp- 
stead’s departure, Mr. Gordon 
would say only that “our interests 
are different.” He said Mr. Hemp- 
stead had left the agency on Dec. 1. 


Toledo Appliance Dealers 
Plead No Contest in Fix Case 

Lawyers representing 10 Toledo 
area appliance dealers have plead- 
ed nolo contendere in U. S. dis- 
trict court, Toledo, to charges that 
they had conspired to fix prices of 
General Electric Co. appliances in 
violation of anti-trust laws. 

Judge Frank Kloeb said that he 
would review statements to be 
filed by the defendants and would 
rule during the week of Jan. 12 on 
whether he would accept the nolo 
contendere pleas. The companies 
were indicted last October by a 
federal grand jury which charged 
them with preventing other dealers 
in the area from acquiring major 
GE appliances for resale. 


Kolux Names Poorman, Butler 

Kolux Corp., Kokomo, Ind., out- 
door sign designer and manufac- 
turer, has appointed Poorman, 
Butler & Associates, Muncie, Ind., 
to handle its advertising. 
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New survey reveals: 


retailers give first place to magazine 
endorsements and... 


retailers rate 


the GOOD HOUSEKEEPING 
endorsement tops! 


Here’s how five different retail groups reacted when they were shown the Good Housekeeping 
Seal and asked to rate its influence on their customers’ purchases, In interviews... 


| 


65.6% of all Food Retailers 


65.2% of all Drug and said that the 


Proprietary Retailers Good 
Housekeeping 


69.2% of all Apparel and Seal 


Accessories Retailers | influences 


: their 
67.2% of all Furniture and customers’ 


Home Furnishings Retailers buying 
decisions. 


65.3% of all Appliance and 
similar store Retailers 


These are just some of the new facets revealed by Crossley, S-D Surveys, Inc., 
in its recent work done in consultation with the Advertising Research Foundation. 


Another startling revelation that certainly seems to back up the retailers’ 
point of view came out when homemakers, themselves, were interviewed. The 
study shows that... 


40,930,000 homemakers are 
influenced in their buying decisions by 
the GOOD HOUSEKEEPING SEAL! 


When retailers (and their customers, as well) react so strongly to Good Housekeeping and 
all it stands for—isn’t this climate of confidence the place for your advertising? 


Good Housekeeping 


A HEARST MAGAZINE 


CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 
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